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Life-line for industry and a major factor in 
the economy of the thriving WTRF-TV 
area is the storied Ohio River. On its broad 
surface flowed eighty-one and one-half million 
tons of cargo in 1957, for a total of seventeen 
billion, two hundred million ton-miles. This 
amazing tonnage is more than one and one- 
half times the tonnage locked through the 
Panama Canal in the same period. The cargo 
carried and the people who handle it on 
ship and shore are more reasons why the 
WTRF-TV market is a super market for 
alert advertisers . . . a market of 425,196 TV 
homes, where two million people have a 
spendable income of $2) billion annually. 
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LATEST The November ARB Survey for the six-county Wheeling (W.Va.)-Steubenville (Ohio) Metro- 
politan Area show WTRF-TV dominant in 81.6% of the nighttime quarter-hour segments, 


ARB SU RVEY and in 73.6% of the daytime quarter-hour segments. Day and night, from sign-on to sign-off 
Sunday through Saturday, WTRF-TV dominates each quarter-hour more than 75% of the time! 
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IN DALLAS and FT. WORTH 
KRLD is your best buy 


FIRST IN AUDIENCE: ARB’s latest Dallas-Fort Worth report shows that KRLD-TV domi- 
nates in audience share from sign-on Sunday morning to sign-off Saturday night. The 
Nielsen Station Index (November, 1958) also shows more TV homes watch KRLD-TV 
than any other station in the Dallas-Fort Worth area! 


FIRST IN POPULARITY: The latest Dallas Telepulse lists 15 out of the top 18 once-a-week 
shows and seven of the top ten multi-weekly shows — all on KRLD-TV. 


FIRST IN AREA OF COVERAGE: KRLD-TV, with its low-band channel, and telecasting 
with maximum power from its tremendous tower (1,685 feet above average terrain), 
has the largest circulation of any station in the southern United States! 
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Radio revolution ¢ Some of most out- 
standing radio broadcasters in country 
are talking seriously about formation of 
national program service to replace 
traditional network system. Stations 
would pay for service, use whatever of 
its programs they wanted, sell their own 
time at own rates. Broadcasters who 
have recently been discussing subject 
have present or former associations 
with both CBS and NBC. 

Idea of national program service 
isn’t new; it’s been talked about off and 
on for years. But recent switch of CBS 
Radio to Program Consolidation Plan 
and belief of some station operators 
that NBC Radio may follow suit have 
given talks new momentum. Principal 
appeal of program service idea for sta- 
tions is that national program source 
would not also be competitor for na- 
tional advertising. Under present net- 
work operation, networks deliver sta- 
tions to national accounts at much 
lower rates than accounts can buy spot 
on same Stations. 


Build-Up ¢ There’s no general upheaval 
in sight at NBC, despite recurrent ru- 
mors of one, but network is shopping 
for executive talent to be brought into 
television programming, sales and per- 
haps other departments. It’s part of 
plan of Bob Sarnoff, chairman, and 
Bob Kintner, president, to beef up 
managerial team by importing select 
few to executive ranks. 


Tape troubles ® No public squawk yet, 
but big users of videotape (networks 
and independent production firms) are 
fretting about high casualty rate in tape 
stock they’re getting from tape makers. 
Rejection rate is running from 20% 
to 40% overall, up to 90% or worse 
for specific batches. Irritations are 
three: (1) it’s nuisance having to ship 
batches back for replacement; (2) it 
takes valuable time to check tapes out 
(some tapes have to be run through 
VTR’s up to seven times); (3) test 
runs wear out recording heads, which 
have limited life anyway. Aside from 
obvious hope that manufacturers will 
improve processing, buyers think bet- 
ter pre-testing should be done by tape 
maker, not left up to user. 

Slight relaxation of ban on affiliates’ 
videotaping network programs for later 
broadcast is being considered by NBC- 
TV. Actually, network’s expected to 
hold to its basic policy that shows 
should be carried as scheduled by net- 
work, but also to recognize that condi- 
tions may arise in which exceptions 
should be considered. Subject is one of 


several, along with summer and fall 
program plans, to be discussed by NBC 
officials with affiliates board of dele- 
gates, headed by Jack Harris of KPRC- 
TV Houston, at meeting Thursday 
(Jan. 29) in New York. 


Single rate © Stimulated by drive for 
single rate structure in radio, which it 
avidly supports, Station Representatives 
Assn. Committee on Tv Trade Prac- 
tices is undertaking analysis of spot 
tv, looking toward elimination of dif- 
ferential between national and_ local 
rates. Tv began on one-rate basis but 
some stations gradually shifted to dual 
structure, notably with development of 
daytime tv. Committee, headed by 
Adam Young, Young Television, in- 
cludes Edward P. Shurick, Blair-Tv; 
Lloyd Griffin, Peters, Griffin, Wood- 
ward; Edward Codel, Katz; Frank E. 
Pellegrin, H-R Television; Tom White, 
Avery-Knodel; Bates Halsey, Weed; 
Richard Foote, Blair Television As- 
sociates and James O’Grady, Young 
Television. 


Media moves @ Not yet announced is 
change in media responsibility quietly 
effected at Foote, Cone & Belding, 
New York. Agency, which operates 
media in two account sections with As- 
sociate Media Directors Arthur S. 
Pardoll and Charles B. Hoffman in 
charge of each, now goes step further: 
broadcast buyers Peter Bardach (Mr. 
Hoffman’s group) and Richard Pickett 
(Mr. Pardoll’s) advance to senior media 
buyers with these accounts assigned 
respectively: Bardach—Air Wick (Le- 
ver), General Foods’ Baker’s Instant 
chocolate, Minute potatoes and Minute 
onions; Pickett—Savarin and Norwich, 
and continues timebuying on Lever’s 
Pepsodent. Moves made to accommo- 
date media expansion to free associate 
media directors for more planning ac- 
tivity and bring two senior media 
buyers closer to planning-buying de- 
cisions on their accounts. 


Price of politics © With Los Angeles 
selected by Democratic Site Committee 
for 1960 convention, networks still are 
hopeful that Republicans will pick 
same site so that coverage overhead 
can be cut by estimated $900,000. But 
indications last week were that because 
of attitudes of potential nominees 
(principally Nixon and Rockefeller) Los 
Angeles would not be acceptable. Em- 
phasis was placed upon Chicago or 
possibly Philadelphia, latter having 
made unprecedented bid of $375,000 


CLOSED CIRCUIT. 





plus fringe benefits, for convention. So 
far Chicago has offered GOP $300,000. 


If GOP doesn’t select Los Angeles, 
consideration may be given to proposal 
of NBC Chairman Robert W. Sarnoff 
that convention coverage be rotated 
among networks as means of holding 
down expenses. Mr. Sarnoff last August 
suggested that besides rotating cover- 
age of outstanding news events among 
networks, such as political conventions, 
individual stations could work out 
rotational systems in their cities. Both 
national committees, cognizant of im- 
portance of tv exposure, have an- 
nounced intentions of scheduling their 
sessions to mesh with visual coverage. 


Clipping penalty © Benton & Bowles, 
which last year hassled with networks 
because of stations clipping credits off 
shows and then triple-spotting, is about 
to apply pressure again. Agency now 
claims proof some stations take 4-5 
seconds off network time. They don’t 
triple-spot but log two 20-second spots, 
or a 20- and a 30-second spot or 1- 
minute announcement. B&B cries foul, 
Says stations are breaking into time that 
over full network schedule can average 
some $4,000 that advertiser has paid 
for the few seconds. Another concern: 
union agreements on credits which con- 
sequently don’t appear. 


Spring showing © With FCC approval 
of its new location, utilizing CBS’ 
KMOX-TV’s tower, new ch. 11 KCCP 
(TV) St. Louis has set April 1 as tar- 
get date. Independent, representing in- 
vestment in excess of $1.5 million, is 
controlled by Harold Koplar, prom- 
inent St. Louis hosteler and business 
executive, who will direct policy. James 
L. Caddigan, until recently vice presi- 
dent of Odyssey Productions (Lowell 
Thomas) and former DuMont execu- 
tive, is vice president and _ station 
director. 


Labor savers @ In constant effort to im- 
prove product, RCA’s Industrial Elec- 
tronic Products division is working 
diligently on new devices to reduce op- 
erating costs. While equipment manu- 
facturers have gone long way in auto- 
mation in past five years, they reported- 
ly have on threshhold other innovations 
which will cut down on need for scarce 
technical manpower and resist union 
feather-bedding. Videotape and auto- 
mation equipment are expected to be 
major items in 1959. 
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WITH WJW-TV'S BIG MOVIES! 


STARS in all THE BIG MOVIES from Warner | ous on the local scene 
Bros, 20th Century, and United Artists. Take the . ee 
late shows for instance at 11:20 PM-12:45 AM 
.an average 9 A.R.B. rating Sunday through 
Saturday. Add to this the great new Paramount 





Features and you have a galaxy of stars selling _— 
for you. Represented by The Katz Agency, Inc. 4 CHANNEL 8 
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WJIW-TV Cleveland + WJBK-TV Detroit + WSPD-TV Toledo + WAGA-TV Atlanta «+ WITI-TV Milwaukee 
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Why does radio stay on the defense? @ It shouldn't 
as far as Ben Potts, partner in Potts-Ray & Assoc., Los 
Angeles advertising agency, is concerned. He’s seen too 
many radio success stories from start to finish to doubt 
the sell-ability of radio. People seldom question spend- 
ing advertising dollars in newspapers, magazines or 
even tv, but why do they keep asking “why radio?” He 
answers in MONDAY MEmo. Page 21. 


Mr. Potts 


Congress on electronic binge ® What's in the hopper and what will 
happen plus a who’s whom of the Senate and House Commerce Com- 
mittees; who they are and who they were before they got there. Page 27. 


Single rate wins friends, makes foes © Station Representatives Assn. 
says elimination of double standard will be major project; WADK New- 
port adopts single rate for both local and national advertisers, others are 
reported almost ready. But Allied Stores executive says move can lead 
to less money for radio, more for newspapers. Page 32. 


Retailer likes radio-tv ¢ Fort Worth store tells Retail Advertising Con- 
ference how largest store in two-city market uses spot and programs to 
move merchandise—with only 15% of budget. He urges small retailers 
to buy broadcast media to “close gap” behind larger stores. Page 35. 


Newspapers and radio-tv © ANPA Bureau of Advertising and allied 
groups unveil 1959 “total selling” concept at Chicago convention. Page 40. 


Media jousts ¢ They don’t happen in agencies where all-media buying 
is instituted say Benton & Bowles’ Donovan and Burnett’s Banks. Cards 
go against the broadcast specialist at New York session. Page 42. 


ABC-TV’s November rose @ Network’s gross time charges hit all-time 
high at $10.3 million mark, a gain of 27.9%. Three networks together 
chalk up 8.4% increase that month. Page 50. 


Radio, tv wages up ® NAB analysis shows spread of station pay among 
various types of jobs by market size and region. Page 53. 


Upped budget asked for FCC © President seeks $11 million for FCC, 
$106.8 million for U.S. Information Agency and $6.97 million for Fed- 
eral Trade Commission in fiscal 1960. Page 59. 


Licenses for tv shows? ® Bill to license and censor television programs 
introduced in New York Legislature, but tv legal experts say it couldn’t 
get past precedents which have been affirmed, at least indirectly, by U.S. 
Supreme Court. Page 59. 


Sites for Presidential picking © GOP pigeonholes decision on where it'll 
convene in 1960 as Democrats apparently decide on Los Angeles. Page 
76. 


State of the art © Latest developments in broadcast equipment and 
techniques will be displayed and described at NAB convention. Page 89. 
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How to get your 
product on the 


BIGGEST SHOPPING LIST 


in Southern California 


Your product or service automati- 
cally goes on 100,000 official shopping 
lists... just as soon as your radio 
spots go on KBIG’s HOME- 
MAKERS’ CLUB, INC. package. 
As a participating sponsor, your 
labels are worth money to over 500 
active women’s clubs in Southern 
California. Guaranteed also are 
product demonstrations at a mini- 
mum average of 5 club lunches or 
dinners a week; access to consumer 
panel testing; low-cost sampling 
and couponing; regular product 
bulletins to member clubs; and 
monthly listings in Everywoman’s 
Family Circle. 

You can buy this proven merchan- 
dising plan (together with the 
effective selling power of KBIG) for 
package rates as low as $155 
weekly. Ask your KBIG or WEED 
representative .. . or write for 
special brochure. Buy 

Radio 
Catalina 

for 


740 ke/10,000 watts Santa Barbara all 


Southern 
> California 
1D} 


JOHN POOLE 
BROADCASTING CO., INC. 


6540 Sunset Blvd. 
Los Angeles 28, Calif. 
HOllywood 3-3205 


NATIONAL REPRESENTATIVES: WEED & CO. 


© 1958 JOHN POOLE BROADCASTING CO., INC 
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RED RAY DAVE LARRY JIM 
McILVAINE CURTIS STEERE BURROUGHS TOPPING 





Good for Listening 
Good for Selling... 
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RICHARD B. RAWLS, Gene: shone PHOENIX KPHO KPHO-TV The Katz Agenc 
JOHN R. CROWLEY, Commercial Manager ’ ove 


SYRACUSE WHEN WHEN-TV The Katz Agency 
KANSAS CITY KCMO KCMO-TV The Katz Agency 
Meredith Stations are affiliated with Better Homes and Gardens and OMAHA wow WOW-TV John Blair & Co. 
Successful Farming magazines. —Blair-TV 
KPHO RADIO is one of Meredith’s BIG 5 . . . an All Family Station TULSA KRMG John Blair & Co. 
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LATE NEWSBREAKS ON THIS PAGE AND NEXT @ DETAILED NEWS COVERAGE OF THE WEEK BEGINS PAGE 27 


Cox group acquires 
WSOC Charlotte 


Sale of WSOC-AM-FM-TV Charlotte 
to Miami Valley Broadcasting Co. 
(WHIO-AM-FM-TV) Dayton, Ohio, for 
$5.6 million agreed to Friday (Jan. 23) 
subject to usual FCC approval. 

WSOC Broadcasting Co. executives, 
headed by E. E. Jones, principal stock- 
holder, and Larry Walker, president and 
general manager, completed negotia- 
tions last week with James M. Cox Jr., 
president of Miami Valley and of Cox 
newspapers and radio and television sta- 
tions, and J. Leonard Reinsch, executive 
director of Cox broadcast operations. 
Transaction involves acquisition of all 
capital stock. 

Mr. Jones, 67, recently retired as 
president of Pyramid Life Insurance Co. 
Mr. Walker, pioneer Charlotte broad- 
caster, has been in frail health but has 
actively directed stations and will con- 
tinue as general manager under new 
ownership. 

WSOC-TV began operation in early 
1957 on ch. 9 and has primary affilia- 
tion with NBC-TV, plus secondary af- 
filiation with ABC-TV. WSOC operates 
on 1240 ke with 250 w. 

Miami Valley is associated in owner- 
ship with WSB-AM-FM-TV Atlanta 
and WCKR-WCKT (TV) Miami 
(42.5%). Newspapers in Cox group are: 
Atlanta Journal and _ Constitution, 
Miami Daily News, Dayton News and 
Journal Herald and Springfield (Ohio) 
News and Sun. 


Coca-Cola headed 
back to net tv 


Major McCann-Erickson move in 
network tv fast developing, agency 
bringing Coca-Cola back to network 
sponsorship after two-year lapse and 
using talents of ex-NBC Chairman Syl- 
vester L. (Pat) Weaver Jr. Details: 

Coco-Cola has budgeted estimated 
$400,000 for program on CBS-TV and 
presumably could go into 10-11 p.m. 
slot pre-empting Westinghouse’s (also 
M-E client) Desilu Playhouse March 
30, which is firm date. Show will be 
musical, will have spring festival for- 
mat, have Barry Wood as executive pro- 
ducer, Harry Sosnik as musical director 
and Mr. Weaver (M-E’s tv consultant 
since early this year) consulting on pro- 
gram. 

Beverage firm may not stop there, is 
expected to sponsor another special this 
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Code coats 


Licensed practitioners are ap- 
pearing in tv commercials, re- 
placing physicians, dentists, phar- 
macists and nurses portrayed by 
actors, NAB Tv Code Review 
Board was told Friday at Wash- 
ington meeting. White-coat ban 
went into effect recently but does 
not cover appearances by licensed 
professional people. Board staff 
understood to have ruled recent- 
ly against use of greeting “Doc” 
by youngster entering drug store. 
Code group reports to NAB Tv 
Board next week at Hollywood, 
Fla., directors meeting. Roger W. 
Clipp, WFIL-TV Philadelphia, 
presided at code session. Group 
slated to meet March 16 during 
NAB convention in Chicago. 











season (possibly June | or thereabouts) 
and may follow with another four be- 
fore year’s end. Coca-Cola in February 
1957 dropped Coke Time on NBC-TV 
which it had sponsored since April 1953. 


Mack trial shift 
to Miami urged 


Federal judge was asked Friday 
to change trial of former FCC Comr. 
Richard A. Mack and his friend and 
benefactor, Thurman A. Whiteside, 
from Washington to Miami because of 
extensive and unfavorable publicity 
grand jury indictment received in cap- 
ital city. 

Attorneys for Mr. Mack and Mr. 
Whiteside charged that because of this 
publicity neither of the defendants 
could receive a fair trial in Washington. 
Government attorneys opposed the 
motions. 


U.S. District Judge Burnita S. 
Matthews took motions under advise- 
ment. She said she would have decision 
out within week. 


Defense attorneys also charged that 
Justice Dept. lawyers deliberately leaked 
information that grand jury was pre- 
paring true bill against Mr. Mack and 
Mr. Whiteside. They claimed that re- 
lease of this information before formal 
indictment was handed down violated 
rule of grand jury secrecy. This means, 
they said, indictment should be dis- 
missed. 


® Business briefly 


@ Union Oil Co. of California has 
named Erwin Wasey, Ruthrauff & Ryan, 
L. A., to handle broadcast advertising. 
Print advertising remains with Young 
& Rubicam, L. A. 


e Leo Burnett Co. Friday (Jan. 23) 


resigned account of Bissell Carpet 
Sweeper Co., Grand Rapids, Mich. 
Client appropriated approximately 


$500,000 for spot tv in 1958 but has 
been inactive recently. 


e Philco Corp. (radio-tv sets, washers), 
Philadelphia, reported to be launching 
four-week spot tv campaign in 40 mar- 
kets in late February. Agency: BBDO, 
je 


e Peter Pan Foundations Inc., N.Y., 
through Ben Sackheim Co., same city, 
has contracted with 11 stations in as 
many markets for extensive tv spot cam- 
paign starting early March for 10 weeks. 


Tax court ruling 


U. S. Tax Court ruled Friday that ex- 
pense incurred in obtaining tv channel 
was capital investment—not “ordinary 
and necessary” business expense. Ruling 
came on appeal by WBIR Inc. (WBIR- 
AM-TV Knoxville, Tenn.) which went 
through comparative FCC hearing in 
1955. Tax court upheld 1954 ruling of 
Internal Revenue Service. IRS also 
said, however, that where radio station 
attempt to secure tv permit failed, ex- 
penses could be deducted as business 
loss. Import of ruling, it is understood, 
is that radio stations may not amortize 
tv hearing costs as they do with other 
business expenses. 


Oversight probe 
gets green light 


House Commerce Committee Fri- 
day (Jan. 23) received Rules Committee 
approval of its 1959-60 resolution (H 
Res 56) authorizing continued investi- 
gations by Legislative Oversight Sub- 
committee. Commerce Chairman Oren 
Harris (D-Ark.) and ranking minority 
member John Bennett (R-Mich.) pre- 
sented resolution to rules group Friday 
morning. 

Rep. Harris replied in affirmative 
when asked specifically by Rep. Clar- 
ence J. Brown (R-Ohio) if resolution 
authorized continuance of subcommittee 
investigations. Clue to what extent Over- 
sight will operate in new Congress 
should come today (Jan. 26) when Com- 
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AT DEADLINE 


CONTINUED 


merce submits its appropriation request 
to House Administration Committee. 
Commerce was allocated approximately 
$100,000 for its operations during 85th 
Congress, while Oversight Subcommit- 
tee was first given $250,000 and later 
an additional $60,000. 


KCOP (TV) strike over 


KCOP (TV) Los Angeles is getting 
back to normal after five-week strike 
(see page 52) of 42 engineering and 
technical employees, members of Inter- 
national Brotherhood of Electrical 
Workers Local 45, who returned to 
work Saturday (Jan. 24). Terms of 
settlement not disclosed, but it was un- 
derstood wage increase was $7.50 week- 
ly, compromise between $10 asked by 
union and $5 originally offered by 
KCOP. IBEW gets jurisdiction over all 
videotape operations at station. KCOP 
is dropping its $1 million suit against 
union. All business lost by station dur- 
ing strike has returned. 


Doerfer for boosters 


FCC Chairman John C. Doerfer, Fri- 
day, told protesting western officials 
in Denver that he would do what he 
could to extend 90-day grace period 
for existing unlicensed tv boosters. 
About 50 representatives of western 
states urged FCC to reconsider Dec. 
31, 1958, decision ordering deletion of 
on-channel vhf boosters (see page 60). 
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Murrow rebuffed 


It was Genevieve (Jack Paar’s French 
pixie) in for Babe (Mrs. Ruth, the ball- 
player’s widow) on CBS-TV’s Person to 
Person Friday (Jan. 23). Last-minute 
substitution came after landlord of Mrs. 
Ruth’s apartment, Felix Harding of 110 
Riverside Drive, New York, refused to 
let network on premises—apparently be- 
cause there was no dough in deal for 
him. It was first time in show’s 457 
guest remotes situation had occurred. 


Blatnik ad probe 
ordered to disband 


Congressional thorn in sides of adver- 
tising and Federal Trade Commission 
has been removed with disbandment of 
Legal & Monetary Affairs Subcommit- 
tee of Government Operations Commit- 
tee. However, subcommittee Chairman 
John Blatnik (D-Minn.) said Friday 
(Jan. 23) work of investigative group 
would be absorbed by five remaining 
arms of parent committee. 


In three separate reports last summer, 
Blatnik body shook advertising circles 
with charges FTC had failed to police 
false and misleading advertising of 
weight reducers, dentifrices, tranquil- 
izers and cigarettes (BROADCASTING, 
Aug. 25, 1958). Committee has been 
criticized in past for allegedly encroach- 
ing upon the jurisdiction of other stand- 
ing House committees—including Com- 
merce. 


Prior to formation of Oversight Sub- 
committee of Commerce, Blatnik body 


was readying plans to launch same ty: e 
investigation of FCC. Status of t 2 
Government Operations Freedom f 
Information Subcommittee headed | , 
Rep. John Moss (D-Calif.) is uncertai 1. 


Senators propose 
ethics standards 


New York’s two Republican sen.- 
tors, Jacob K. Javits and Kenneth 3. 
Keating, Friday (Jan. 23) introduced 
legislation designed to promote govern- 
ment ethics. Among provisions: ail 
communications by members of Coii- 
gress with FCC and other agencies 
would be made part of public record; 
“an enforceable code of ethics” for 
legislative as well as administrative 
Officials; give rules committees juris- 
diction over alleged violations by mem- 
bers of Congress and their staffs, and 
set up bi-partisan federal commission 
on ethics. 

Two additional bills were introduced 
Thursday in House to repeal 10% ex- 
cise tax on communications. They were 
sponsored by Reps. William S. Broom- 
field (R-Mich.) and George M. Grant 
(D-Ala.). 


Rep. John D. Dingell (D-Mich.) Fri- 
day announced plans to introduce to- 
day (Jan. 26) measure prohibiting pay 
tv. In doing so, Rep. Dingell hit FCC 
plans to authorize test, which he said, 
would “produce no new information 

. but will permit the sponsors of 
subscription tv to invest large sums of 
money which they will later use as a 
justification for continuing. .. .” 








BRENT O. GuNTS_ and 
THoMaS A. CarR have been 
appointed station managers, 
respectively, of WBAL-TV 
and WBAL Baltimore, ef- 
fective Feb. 16, replacing 
Lestic H. PEARD JrR., who 
has resigned both posts. D. 
Mr. Gunts L. Provost, v.p. and gen- 

eral manager of radio-tv 
division of Hearst Corp., said that Messrs. Carr and 
Gunts will work as team in managing two Hearst proper- 
ties. Mr. Carr was formerly part owner and station man- 
ager of WANN Annapolis, Md., and served as executive 
secretary and administrative assistant to Maryland gov- 
ernor Theodore R. McKeldin prior to joining WBAL as 
director of public relations earlier this month (BROADCAST- 
ING, Dec. 29, 1958). Mr. Gunts entered radio at WFBR 
Baltimore in 1936 and was originator of radio show, Quiz 
of Two Cities, which went network and was syndicated 
for 12 years. He later formed his own New York produc- 
tion company, Entertainment Enterprises Inc., and in 1949 
started Brent Gunts Productions in Baltimore. He served 
in advisory capacity to WBAL-TV for past eight months. 
Mr. Provost also announced that ALFRED E. Burk will 





Mr. Carr 


serve as assistant station manager of WBAL in addition 
to present position of sales manager. WILLIS K. FREIERT 
will continue as assistant station manager and sales man- 
ager of WBAL-TV. 


GEORGE SHUPERT, president of ABC 
Films Inc. (American Broadcasting-Para- 
mount Theatres film syndication arm), 
selected by Loew’s to head its sales-dis- 
tribution activity as v.p. in charge of tv 
for MGM, succeeding Charles C. (Bud) 
Barry, who had resigned to become presi- 
dent of NTA Film Network. MGM tele- 

vision production now is under wing of 
Mr. Shupert Sol C. Siegel, who is v.p. in charge of 
production at MGM Studios (WeEK’s HEADLINERS, Jan 
19). Mr. Shupert’s first association with entertainment field 
was in 1938 in production of industrial films; in 1940 he 
was appointed director of sales, commercial film division 
Paramount Pictures (New York), concentrated on Para 
mount’s tv operations 1942-1951, advancing to v.p. and 
director of commercial tv operations for Paramount T\ 
Productions Inc. Mr. Shupert’s executive posts also in 
cluded v.p. of Peerless Tv Productions Inc. and v.p. and 
general manager of United Artists Television Corp., joinin; 
ABC Films in 1953 as v.p. 
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That little old cupboard dilemma of 
Ma’s was nothing, really. 


Consider Joe Foy, now. He’s General Man- 
ager of Spartan Stores, Inc., of Grand 
Rapids. Behind him is his new 310,000 
square foot warehouse. When this picture 
was taken, all those acres and acres of cup- 
board had yet to be filled. 


Yet, once that’s done, Joe’s job is just bare- 
ly started. He’s got to turn right around 
and proceed to empty it — and then fill it 
again and empty it again — umpteer. times 
a year, and do it year after year. 


CC eeeseeeeereeeeereneeee 


MUSKEGON 


e@ GRAND RAPIDS 
«© LANSING 


would flip! 


But, whereas Dame Hubbard contemplated 
her project with knitted brow, Joe ap- 
proaches his eagerly and with confidence. In 
the twelve years he’s been boss at Spartan, 
volume has increased 1,000%. It now 
grosses more than 60 million dollars a year. 
In all, Joe serves more than 500 stores all 
over Michigan. 


Joe is a modern grocery merchandiser, us- 
ing modern techniques. He says, “The sale 
of grocery products requires effective pre- 
selling in top-notch advertising media. We 
know WOOD and WOOD-TV can do this 
pre-selling job competently.” 


Your sales manager knows the inenteiil 
of distribution in WOODland. Make certait 
that distribution is followed by sales, Kee} 
a schedule on WOOD and/or WOOD-TV 
Wherever you are, there is a Katz man t 
help you get it. 


WOOD-TV is first7 Morning, noon, night 
Monday through Sunday November '5€ 
ARB Grand Rapids 


WOOD-AM is first~ Morning, noon, night 
Monday through Sunday-Aprii '58 Puls« 
Grand Rapids 


Everybody in Western Michigan is a WOODwaiche 


SSS SSSSESSSESSEHSHESESEHSHSHEHEHSSHSHSHESSHSSEHESHESSSESEHSSSESHSSHSHEHSESHSHSHSHEHEEHESESHEHEEEHEE 


woop 


WoOoODIland Center, Grand Rapids, Michigan 


WOOD-TV - NBC Basic for Western and Central Michigan: Grand Rapides, 
Battie Creek, Kalamazoo, Muskegon and Lansing. WOOD - Radio - NBC. 





because it stands to reason 
that all listeners do not prefer the 
same thing. 


Therefore, in order to best 
serve ‘‘most of the people most 
of the time,” KOA-Radio 

adds variety to every phase of 
broadcasting. 


There's great variety in 
entertainment as KOA combines the 
best of network shows with 
popular local programs. Variety 

in style and presentation 
distinguishes KOA’s news 
coverage and public service 
programming. The appeal 

of talented variety in personalities 
is evidenced by KOA’s loyal, 


resp ve di es 





Variety in programming can help 
you sell more effectively, too. 
On KOA-Radio, your sales 


+7 1 4.1. 
is t 





y yours. 
individualized and delivered 
to create immediate 

sales action! 


Represented nationally by 
ww 1. 
> Christal Co., Inc. 





DENVER, 


850 on your dial 
50,000 Watts 














DATEBOOK 


A CALENDAR OF MEETINGS AND EVENTS 
IN BROADCASTING AND RELATED FIELDS 


(*Indicates first or revised listing) ~ 
JANUARY 


Jan. 27—Board of directors, Assn. of Maximum 
Service Telecasters, Shoreham Hotel, Washington, 
to hear reports on TASO directional antenna test 
program. 


*Jan. 27—Radio & Television Executives Society 
timebuying-selling seminar luncheon, 12:15 p.m., 
Hawaiian Room, Hotel Lexington, New York. Topic: 
“Tv Audience.” Speaker: Norman Cash, president 
of Television Bureau of Advertising. 


Jan. 27-29—South Carolina Radio & Television 
Broadcasters Assn., winter convention, Hotel Wade 
Hampton, Columbia. Members of General As- 
sembly will be entertained at Jan. 28 banquet. 


*Jan. 28—Radio & Television Executives Society 
roundtable luncheon, 12:30 p.m., Palm Terrace, 
Hotel Roosevelt, New York. Topic: “The Role of 
the Tv Critics,” presented by Patrick McGrady for 
the Fund for the Republic. 


Jan. 28-29—Georgia Radio & Tv Institute, spon- 
sored by Georgia Assn. of Broadcasters and Henry 
W. Grady School of Journalism, U. of Georgia, at 
Athens. 


Jan. 29—Cooperative advertising workshop, Assn. 
of National Advertisers, Hotel Pierre, New York. 


Jan. 30—Oral argument scheduled before FCC 
en banc on Seattle ch. 7 grant held by Queen 
City Broadcasting Co. (KIRO). Case reopened on 
petition for reconsideration filed by KXA and 
KVI, both Seattle. 


FEBRUARY 


Feb. 1-6—Winter meeting of American Institute 
ef Electrical Engineers, Statler Hilton Hotel, New 
York, includes four sessions devoted to radio and 
tv experiments and operations. NBC and CBS 
videotape installations will be described. 


Feb. 2-6—Combined NAB boards will meet at 
Hollywood Beach Hotel, Hollywood Beach, Fla. 
Semi-annual session opens Feb. 2 with Tv Finance 
Committee; Feb. 3, General Fund and Member- 
ship Committees; Feb. 4, Tv Board; Feb. 5, Radio 
Board; Feb. 6, combined Tv and Radio Boards. 


Feb. 5-April 30—Thursday evenings, 13-week 
seminar in operations research for advertising and 
marketing personnel, sponsored by Advertising 
Research Foundation, at site to be announced. 


Feb. 5-8—Hi-fi Show, Shoreham Hotel, Washing- 
ton. The newest in stereo and reproducing gear 
will be on display. 


*Feb. 6-7—Radio-Tv Short News Course, U. of 
Minnesota School of Journalism, Minneapolis. 





Feb. 8-14—National Advertising Week, sponsored 
by Advertising Federation of America and Ad- 
vertising Assn. of the West. 


*Feb. 9—Broadcast Advertising Clinic sponsored 
by Hollywood (Calif.) Advertising Club, Hollywood 
Roosevelt Hotel, 9:30 a.m.-4:15 p.m. Club's first 
annual radio-tv commercial awards will be made 
at luncheon. 


*Feb. 9—Oliver Treyz, ABC-TV president, wil 
answer Fortune article, “The Light That Failed,’ 
at Chicago Broadcast Adv. Club. 


*Feb. 10—Entries close for National Headliners 
Club awards. Address Mall Dodson, Convention 
Hall, Atlantic City, N. J. 


Feb. 14—Institute of Radio Engineers, Washing- 
ton Section, annual banquet, Statler Hilton Hotel, 
Washington. 


Feb. 15—Trial of former FCC Comr. Richard A. 
Mack and friend, Thurman A. Whiteside, for con- 
spiracy to defraud United States scheduled in 
U. S. District Court, Washington. Motions for 
trial to be held in Miami are pending. 


Feb. 17-20—Audio Engineering Society, annua! 
western convention, Hotel Biltmore, Los Angeles. 


Feb. 18—Comments due on FCC proposal to re- 
vise program and commercial listings in applica- 
tion forms for new radio and tv stations, licenses 
and transfers. Docket No. 12,673. 


Feb. 21—United Press Intl. Broadcasters Assn. 
of Connecticut, Jolly Fisherman, Norwalk. 


Feb. 24-25—-NAB Conference of State Broad- 
caster Assn. Presidents. Annual meeting and con- 
ferences with legislators. Shoreham Hotel, Wash- 
ington. A feature of the final day will be the 
annual Voice of Democracy awards luncheon. 


Feb. 25-27—Electronic Industries Assn. industrial 
relations conference, Chase-Park Hotel, St. Louis. 


MARCH 


March 2—Boston ch. 5 rehearing scheduled to 
begin. This is on question of off-record conversa- 
tions with FCC commissioners during original 
comparative hearing, remanded to the FCC by 
the U.S. Court of Appeals for the District of 
Columbia. Examiner: Judge Horace Stern. 


*March 15—Assn. of Maximum Service Telecast- 
ers, annual membership meeting, Conrad Hilton 
Hotel, Chicago, 10 a.m. 


March 15-18—NAB’s annual convention at the 
Conrad Hilton Hotel, Chicago. Exhibits open; non- 
agenda meetings scheduled March 15. Formal ses- 
sions open at noon March 16 with keynote speech 
by Robert W. Sarnoff and continue through March 
18; schedule topped by an address by FCC Chair- 
man John C. Doerfer and FCC-industry roundtable. 
Only NAB associate members supplying broadcast 
equipment are eligible to exhibit. Annual 
Engineering Conference, with several joint manage- 
ment-technical sessions, will be held concurrently 
with convention in the same hotel. 


March 18-20—Quarterly conference, Electronic 
Industries Assn., Statler-Hilton Hotel, Washington. 


March 23-26—National convention, Institute of 
Radio Engineers, Waldorf-Astoria, New York. The 
nation’s leading electronic scientists will attend. 
Advances in space technology and major new 
electronic fields will be explored. 


APRIL 


*April 1—Research workshop, Assn. of Nationa 
Advertisers, Hotel Pierre, New York. 


April 5-8—National Retail Merchants § Assn., 
sales promotion division, Eden Roc Hotel, Miam 
Beach. 


April 6-9—National Premium Buyers, 26th an 
nual exposition, Navy Pier, Chicago. Premium A Ad 
vertising Assn. of America will meet April 7 
same site. 
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(Mitch and Kobin | 


which one’s among the TOP 10 IN AMERICA? 


* l] 





on WKMH 


When Mitch and Robin get together, the air waves crackle! 
Here indeed are two MUSIC MEN—each a leader in his 
field. Just as Mitch Miller has his enthusiastic fans, 
WKMH’s Robin Seymour has an immense and loyal following. 
Represented by Headley-Reed Robin was recently named one of the top 10 radio 
personalities in America. Why not let this national award 
winner make sales for YOU in the rich Detroit market? 


QYLOTTl sroavcastine corPoRATION 
WKMH 82%" WKMF Sides WELL ic" WSAM Si, WKHM iii 


Michigan Michigan 








Typical? Not really. 
Only a great show 

can rack up audience 
shares and late-evening 
ratings like these. 
But they prove again 
that big movies on 
GBS Owned Stations 
draw huge audiences. 
And now, of course, 
the audiences will be 
bigger than ever: four 
CBS Owned Stations 
have just added the 
Paramount pictures 
to their star-studded 
film schedules. (And 
this week, these films 
make their debut on 
WCBS-TV, New York.) 


CBS TELEVISION STATIONS 


A Division of Columbia Broadcasting System, Inc. 











KMOX-TV, ST.LOUIS 
68.4° share 
27.9 rating 


WBBM-TV, CHICAGO 
76.3°/0 share 
40.6 rating 


WCAU-TV, PHILADELPHIA 
54.5° share 
24.8 rating 


KNXT, LOS ANGELES 
72.8°> share 
32.9 rating 


*Trendex study of “Going My Way" broadcast Jan. 10 — 
starting at 10:15 pm on KMOX-TV, St. Louis; 
11:15 pm on WCAU-TV, Philadelphia; and 10:00 pm 
on WB8BM-TV, Chicago and KNXT, Los Angeles. 











gay 
adventures 
of Wally 








Cut rehearsal time and still have a 
smooth, professional commercial by 
using TelePrompTer. No fluffs! No 
freeze-ups! No egg-on-the-face! Your 
local talent will always deliver live 
commercials smoothly, professionally, 
accurately when you provide Tele- 
PrompTer equipment. It builds clients’ 
confidence in your station’s ability to 
produce commercials that sell effec- 
tively in your own neighborhood. Tele- 
PrompTer assures network quality at 
the local level. 


TelePrompTer is a sales tool— More and 
more advertisers are favoring stations 
equipped with TelePrompTer. They 
like the assurance of good delivery that 
only TelePrompTer can give. More 
national clients will prefer live com- 
mercials with local authority when they 
can rely on the accuracy of your talent. 
See TelePrompTer at the N. A. B. 
Convention in Chicago, March 15th. 


Specialists in 
GROUP COMMUNICATIONS 


1g /PRoOmPiieR 


RPORATION 
311 WEST 43 ST., NEW YORK 36, N.Y. 


LOS ANGELES * WASHINGTON, D.C. * CHICAGO 
HUNTSVILLE, ALA. *« TORONTO + LONDON 
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KPRC survey well liked 
EDITOR: 


First—Congratulations on having to 
change the format of your useful and 
informative publication. I like the “new 
look.” 

Second—Your article “Formula for 
the Ideal Station?” [Jan. 5] should be 
read by all people in the medium of ra- 
dio . . . as well as advertising agencies, 
sponsors and even tv personnel. These 
questions about the squib “If Public Di- 
rected Programs.” How many people 
were interviewed? What age group? 
What income? Education? Etc.? 

Third—Hat’s off to KPRC [Houston]. 
It did a good job. The results may not 
have been completely favorable to 
KPRC but I’m sure the station gained 
more respect and is now gaining more 
listeners. This step by KPRC today, 
may be the foundation for better radio 
tomorrow. 

Ted J. Simon 
WPBN-TV Traverse City, Mich. 


EDITOR: 
Will you kindly ship 250 reprints . . . 
Sima S. Rothman 
KMAM (AM)-KMFM (FM) 
Alamogordo, N.M. 


EDITOR: 


We would like as many copies as pos- 
sible... 
Jane Bedell, Director 
Press & Public Information 
Institute for Motivational 
Research Inc. 
Croton-On-Hudson, N.Y. 
[EDITOR’S NOTE: Reprints 10¢ each.] 


New York newspaper strike 
EDITOR: 

Please send me 25 copies of your 
article “Have Newspapers Been Over- 
sold?” which appeared in your Dec. 29, 
1958, issue. 

Ed Morgan 
Sales Manager 
KOWH Omaha, Neb. 


EDITOR: 


Please send us 25 reprints of the Dec. 
29 editorial, “People and Papers.” Very 
interesting! 

Steve Fayer 
Promotion Director 
WTOL-TV Toledo, Ohio 


Pittsburgh radio success 
EDITOR: 


In the Dec. 15, 1958, issue you car- 
ried a lead article, “If Anyone’s Won- 
dering About Radio,” based on the 





OPEN MIKE 





fund-raising promotion of one of our 

members, the Pittsburgh United Fund 
It is an excellent article and we ar 
much interested in it. 

I hope you will give us permission to 
have the article duplicated so that ws 
can send it to our 1,500 other member 
communities. 

Martha Winn 

Associate Director 

Television-Radio-Films 

United Community Funds and 
Councils of America 

New York 


[EDITOR’S NOTE: Permission granted.] 


Dropping the multiple rate card 
EDITOR: 


We not only applaud the Balaban 
Stations and KTUL Tulsa for their 
moves to one rate, but we also say, 
“Welcome to the Club” (Leap Story, 
Jan. 19). WFBR has operated with a 
single rate for years and years and years 
and we found that everybody wins— 
advertiser, agency and station. 

Robert B. Jones Jr. 

Vice President and General 
Manager 

WFBR Baltimore 


Echo from Young & Rubicam 
EDITOR: 


Many thanks for a very fine story 
(BROADCAST ADVERTISING, Jan. 12). | 
marvel at the way you made sense out 
of the disorganized stuff I threw at you. 

Peter G. Levathes 
Young & Rubicam 
New York 


WMBR in Blair portfolio 
EDITOR: 


Your CLOSED CIRCUIT on page 5 
Jan. 19 says WMBR Jacksonville, Fla., 
is represented by CBS Spot Sales. This 
was true up to Jan. 1. Since that time 
WMBR has been represented by John 
Blair & Co. 

Ben Strouse 

President 

WWDC Washington, D. C.., 
and WMBR Jacksonville, Fla. 





[n¥£) BROADCASTING | 


SUBSCRIPTION PRICES: Annual subscription | 
for 52 weekly issues $7.00. Annual subscription ! 
including Yearbook Number $11.00. Add $1.00 ! 
per year for Canadian and foreign postage. ' 
Subscriber’s occupation required. Regular is- 
sues 35¢ per copy; Yearbook Number $4.00 ; 
per copy. 


SUBSCRIPTION ORDERS AND ADDRESS 
CHANGES: Send to BROADCASTING Circula- 
tion Dept., 1735 DeSales St., N.W., Washing- 
ton 6, D.C. On changes, please include both 
old and new addresses. 
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Collins Weather Radar takes advantage 
of TV’s unique attraction. Watching 
things happen while they happen. The 
fascination of seeing the weather is a 
sure-fire audience puller. 


Collins Weather Radar is simple to 
install. Your own engineers can do it 
with technical help from Collins if they 
need it. The antenna is mounted on the 
roof and connected to receiver-trans- 
mitter and synchronizer units in the 








WEATHER SHOW RATINGS GO UP 
With Collins Weather Radar 


building. An indicator is rigged in a 
shadow box for camera close-ups. Ace- 
tate maps of your local area are placed 
over the indicator to pinpoint weather 
activity with respect to geographical 
location. 


Be the first in your market with Collins 
Weather Radar and watch your ratings 
climb. For complete information call 
or write your nearest Collins Broadcast 
Sales office. 











COLLINS RADIO COMPANY, 315 2nd Avenue S.E., CEDAR RAPIDS, IOWA @ 1930 Hi-Line Drive, DALLAS, TEXAS © 1510 Verdugo Avenue, BURBANK, 
CALIFORNIA © 261 Madison Avenue, NEW YORK 16, NEW YORK @ 715 Ring Building, WASHINGTON, D.C. © 1318 Fourth Avenue, SEATTLE, WASHINGTON 
P. O. Box 547, GATLINBURG, TENNESSEE © 2804 Dodson Drive, EAST POINT (Atlanta), GEORGIA © 4403 W. 77th Terrace, KANSAS CITY 15, MISSOURI 
7 205 E. Third Avenue, SAN MATEO, CALIFORNIA @ 4834 Forest Avenue, FORT WAYNE, INDIANA e@ 4471 N.W., 36th Street, MIAMI 48, FLORIDA 
COLLINS RADIO COMPANY OF CANADA, LTD., 11 Bermondsey Road, TORONTO 16, ONTARIO, CANADA. 











Now on the Milwaukee scene. 


ONE yee em PRE ome aE ne 


STORER ana WITTY 
3 olga =] gel-Voler-t-adlale MET) proud to become a part of 
Milwaukee in operating television station. WITI-TV. 
The same principles of integrity and responsible 
public service which prevail ‘in all other Storer 
stations will be the policy. of WITI-TV...It is this 
foi os-{-mamorolaalaalelali 4, alliance that has made Storer 


= ]gey-Color-t-i dale NOLO @)) ie Em | =a es ©] O7-\ Wan 1 1 al) | oe 
YET KNOWN THROUGHOUT THE NATION. 


The strength of Storer’s experience in the sales 
success of its advertisers can now be applied in 
this market of $1,270,000,000 annual retail: 


sales and :the nation’s eighth most important , 


industrial area / / / / 
} 
ost04o 3 
§ ¢ =Storer Broad mpan 
2 sOtorer broadcasting pany 
i Comps® . 
; WJBK-TV WIW-TV WSPD-TV WAGA-TV WITI-TV 
* Detroit , Cleveland esl -tole) Atlanta Milwaukee 
‘ WJIBK WIw WSPD WAGGA WWVA Ali c) o WGBS 
Detroit Cleveland ell -1o le) yeN ar-Vahe-t Wheeling Philadetphia Miami 


INEtilolat-Umst-ll-iote © hadiol-\-t =o tel, F- tol tol ale 0 2-smn \ I-AVA Lola Nese) M- 0 2- WIC io ce) 
230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 
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f you want to open more doors and close more sales, 
it’s sound practice to “knock” over KFMB in the 
® highly reliable company of such welcome 
F newsmen as Edward R. Murrow, Eric Sev- 
: areid, Lowell Thomas and Walter Cronkite. 
| They have access to some 301,000 San Diego 
County homes (plus thousands more in five 
dditional Southern California Counties ) 
» and will help add deep conviction to 


your message. And. they’re backed up 





by a whole corps of local reporters who 
get an equally warm reception. With 
news reaching such new peaks of interest 
the San Diego CBS radio station has one 
of the strongest selling voices in America. 
In San Diego KFMB IS CBS. FIRST ON 
MORE LISTENING THAN ANY OTHER 

SAN DIEGO RADIO STATION 





KFMB 
RADIO 


SAN DIEGO 


REPRESENTED BY 









EDWARD PETRY & CO., INC. 
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MONDAY MEMO 


from BEN POTTS, partner in Potts-Ray & Assoc., Los Angeles 





Why does radio have to keep proving itself? 


Whenever our agency announces a 
newspaper campaign or a proposed use 
of magazines or even television, no one 
ever questions the wisdom of the plan. 
But the minute we consider radio some- 
one is bound to ask, “Why radio?” 

We happen to believe that radio has 
been and continues to be a high-poten- 
tial, low-cost advertising medium. We 
can remember its successes beginning as 
far back as the Eveready Hour, one 
of NBC’s first commercial network 
shows. We’ve seen radio change, adapt 
to new conditions, making enormous 
transitions in status from a star-studded 
glamour medium of yesterday to the 
functional necessity it has become to- 
day. A common mistake is the belief 
that the advent of television arrested 
the development of radio. The fact is 
that television simply caused radio to 
grow in a new direction. 

For about 30 years before television 
became a factor in advertising, radio 
was recognized as a powerful persuader. 
Radio attracted crowds to its market 
place by the lure of entertainment, cre- 
ated a suitable mood for its salesmen to 
work in, then sold its prospects in an 
atmosphere of sincere, or sometimes 
synthetic, intimacy. 

Changing Times ¢ In its transition 
from big productions to the ad libs of 
record spinners, radio has continued in 
the direction of an easy, conversational 
relationship with its listeners. In radio 
today, there are practically no artificial 
production techniques or distractions 
which come between the speaker and 
his listeners. When commercials share 
this informality or capitalize on it, 
there’s a good chance that listeners will 
absorb the commercial suggestions or 
recommendations unaware that they 
are being sold. 

Those who ask “why radio?” seem to 
think that radio is somehow smaller or 
less important than it was in the pre- 
tv days. That’s simply not so. 

At the present time, just about every 
home in the U.S. is a radio home. Per- 
haps a statistic will help clarify this 
misconception. In 1945, the last year 
that radio was without important tv 
competition—radio’s last “good year,” 
according to some—radio’s gross bill- 
ings were $425 million. Ten years later 

—when many admen were hanging 
black crepe on the medium killed by tv 
-—radio’s gross stood at $546 million, 

bout $121 million higher than radio’s 
“best year.” 
While it’s true that the console radio 
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in the living room has been replaced by 
a television set, the loss of the one set 
for the family has been more than off- 
set by the fact that there are small 
sets for individual members of the fam- 
ily all over the house. 


Radio Goes Everywhere @ Nor are 
people limited to in-home listening. 
Thanks to the portable radio, millions 
of listeners have taken radio out-of- 
doors—onto the patio, into the garden. 
Transistor radios are handy enough to 
go everywhere—to the beach, to pic- 
nics, to work. Sports fans take their 
portables along to baseball and football 
games and hear the play-by-play de- 
scriptions of their favorite sportscasters 
while they watch the game. 

The obvious bigness of the automo- 
bile radio audience should provide some 
part of the answer to the “why radio?” 
crew. How large or how important the 
car radio audience is, no one can even 
guess. It is no longer uncommon for 
radio stations to gear their program- 
ming to the interests of this large audi- 
ence on wheels. It is no longer uncom- 
mon, either, for stations to charge a 
premium commercial rate for what they 
call peak traffic times. 

But, as any self-respecting driver on 
the freeways and expressways of our 
major cities will testify, practically any 
hour is a high traffic period. 

The most recent occasion on which 
we heard the “why radio?” question 
was in connection with a 30-day mar- 
ket test we planned to run in Los Ange- 
les for Bat Guano. Bat Guano, a fabu- 
lous plant food hidden away in caves in 
the Grand Canyon by bats thousand of 
years ago, had only a short time be- 
fore become available in the supermar- 
kets in the Los Angeles area. Our dis- 
tributor wanted a one-month test to de- 


Benjamin R. Potts denies his middle 
initial stands for radio. Nevertheless, he 
has been involved in radio in one way 
or another since 1933 when N.W. Ayer 
& Son, New York, promoted him from 
office boy to the radio department’s 
business staff. Later he worked there in 
merchandising, timebuying, production, 
writing. In 1939 he switched to Mc- 
Cann-Erickson where he did writing 
and production on the Ford account. 
In World War II he served with the 
Signal Corps and OSS. After the war 
he spent two years with Federal Aadv., 
New York, then went to Los Angeles 
as copywriter for Erwin, Wasey, then 
as vice president of Lennen & Newell. 
He resigned in 1956. 


termine whether it was possible to estab- 
lish consumer acceptance of the new 
product within this brief period. 


Half the budget was used up in a 
One-time-only ad in each of the four 
metropolitan dailies. The other half pur- 
chased one-minute spots on eight Los 
Angeles stations for the whole month. 
No doubt the success of the test was 
due to the combined efforts of news- 
paper and radio. We noticed however 
that most of the comments from the 
grocery trade and from consumers men- 
tioned radio as the attention catcher. 


Local Legend ¢ As pointed out 
earlier, no one ever raised any objec- 
tions to the use of newspapers. But, in 
connection with our radio efforts, we 
were Offered quite a bit of advice. Ra- 
dio, said one oracle, is risky business for 
new products. Of course, he was right in 
the sense that all promotion is a specu- 
lation. Another said, and quite cor- 
rectly, that the short word “bat” fol- 
lowed by the strange-sounding word 
“guano” would be a difficult combina- 
tion for the ear to assimilate. Appar- 
ently, however, a good many ears did 
assimilate not only the two words but 
the whole message. Within a few weeks, 
Bat Guano was a popular topic of con- 
versation. Radio personalities, particu- 
larly Dick Whittinghill at KMPC Los 
Angeles, made so many humorous ref- 
erences to Bat Guano that some of the 
stories have become local legend. 


The upshot of the 30-day test is that 
radio was successful beyond our expec- 
tations. The schedule was renewed and 
expanded. Before the next cycle was 
completed, we received the green light 
to open up the 11 western states. 

Perhaps people who ask “why ra- 
dio?” don’t know why. We think we do. 
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WBIR-TV., Ch. 10 


in Knoxville 


The BIG 10 


Is now 


The BIG l 


NOV., 58 ARB 
(4-WEEK RATING) 


® 20 out of the top 30 shows in Knoxville 
are on the BIG 10, WBIR-TV. 


@ In the daytime, from 9:00 AM to 6:00 
PM, WBIR-TV had 158 top rated quar- 
ter hours; Station B had 93; Station C 
had none. 


@ In the evening, from 6:00 PM to Mid- 
night, WBIR-TV had 89 top rated 
quarter hours; Station B had 79; Sta- 
tion C had none. 
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3-MONTH AVERAGE 
October, November, Gecember—ARB 
Total of 1362 qir-hrs measured (all 3 
stations on the air). Ties counted as 
“firsts for each station involved. 


120.2% 


2nd. Sta. 3rd Sta. 


Heres ho 
WSB-TV dominates 


television in f 


In few major markets of America do advertisers 











find such massive preference for one television 
station. Chart shown reflects Atlanta viewing 
habits for the last quarter of 1958 — WSB-TV 
viewed by the most people 53.1%. of the time. 
A preference greater than that of the other two 
stations combined! 


This massive preference, teamed with WSB- 
TV’s bigger coverage pattern, is producing un- 
commonly good sales for advertisers. Certainly 
your advertising in Atlanta belongs on WSB-TV. 


WSB-TV is affiliated with The Atlanta Journal and The Atlanta Constitution. 
NEC affiliate. Represented by Edward Petry & Company 
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Two ways to get them up to their ears in commercials 


Some commercials build up resistance . . . others 
build up sales. 

The differences—all the way from failure to 
middling success to real success—are evidence of | 
the creative selling ability of your advertising 
agency. Young & Rubicam, Inc. 


Advertising 





New York * Chicago * Detroit 
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HEARING CIRCUS IN 86th CONGRESS? 


e Move for network regulation may result from ratings hassle 
e Other Hill agendas, bills forecast hot time for broadcasters 


The House and Senate Commerce 
Committees took their first steps in the 
infant 86th Congress last week—steps 
that forebode a coming stampede into 
broadcasting matters. 

In less than three weeks of the new 
Congress, approximately 50 bills on in- 
dustry matters were introduced. 

Just seven days after its final three 
members were assigned, the Senate 
committee which has jurisdiction over 
radio-tv will begin hearings on educa- 
tional television tomorrow, Jan. 27 (see 
story, page 59). But this will constitute 
a tame beginning for the hearings and 
investigations to follow. 

The following industry and FCC 
matters, after etv, will be up for com- 
mittee consideration: 

e New York hearings next month on 
the rating services, instituted by Sen. 
Mike Monroney (D-Okla.). This began 
as a one-man crusade over a year ago 
but the outspoken Oklahoman since has 
enlisted the enthusiastic support of 
Chairman Warren Magnuson (D- 
Wash.). Witnesses will include CBS 
commentator Edward R. Murrow, for- 
mer NBC Chairman Sylvester (Pat) 
Weaver, now special consultant to Mc- 
Cann-Erickson, network spokesmen 
and advertising agency executives. 
Questionnaires were sent to agencies and 
broadcasters Christmas week but only 
a few replies have been received. 

© Close observers predict that a tie- 
in is inevitable between the ratings in- 
quiry and charges by many members of 
Congress, particularly Sen. Paul Doug- 
las (D-Ill.), that network programming 
is killing locally-originated programs 
and talent. The end result, it is freely 
predicted, will be either an outright net- 
work regulation proposal or an effort to 
free prime network option time to non- 
network productions. 

e The over-all allocations problem, 


with emphasis on the uhf dilemma and 
tv service to sparsely-settled areas. A 
group of western senators are demand- 
ing that the committee take action to 
upset the recent FCC decision banning 
vhf boosters. Special counsel Kenneth 
Cox already has completed a report on 
the latter problem (BROADCASTING, Jan. 
12) and his views on the former are 
imminent. The committee has con- 
sistently harassed the FCC in the past 
on allocations and currently is awaiting 
an FCC stand before taking further ac- 
tion. 

e Sen. Magnuson has stated that 
action on a spectrum study is a “must” 
for this session of Congress with hear- 
ings a strong probability. 

e A bill enacting major changes in 
the Communications Act is a must, 
the chairman feels. Final form will 
come from proposals for “ripper”’ legis- 
lation on the one extreme to the curing 
of minor ills turned up by the Legisla- 
tive Oversight Subcommittee investiga- 
tions. 

e Hearings are a distinct possibility 
on pay tv and moves to ban alcoholic 
beverage advertising in interstate com- 
merce, an annual congressional head- 
ache. The drys already have made 
known that they will intensify their 
efforts, feeling they have new ammuni- 
tion with recent removal of the dis- 
tillers’ ban against the use of women in 
advertising. 

The committee received its new GOP 
members last Tuesday, with the ratio 
now standing at 11 Democrats and 6 
Republicans. Minority members as- 
signed to the committee include Sens. 
Clifford Case (N.J.), Thruston Morton 
(Ky.) and freshman Hugh Scott (Pa.), 
who moved over from the House. An 
organizational meeting had been sched- 
uled for last Wednesday but was set 
back until tomorrow (Tuesday) due to 


the late assignment of the Republican 
members. 

And, things will not be quiet on 
the other side of the Capitol where 
most of the 1958 headlines were made 
by the House Commerce Legislative 
Oversight Subcommittee. Broadcasters 
and Commissioners will watch with in- 
terest—and testify on—the following 
matters: 

e First up will be hearings “fairly 
soon” on pay tv, according to Chair- 
man Oren Harris. He has constantly 
fought FCC moves to authorize a toll 
system and two weeks ago introduced 
a resolution banning pay tv except for 
“technical tests” (BROADCASTING, Jan. 
19). The committee, in preparation, has 
questioned all pay tv proponents, major 
league baseball teams, professional foot- 
ball teams and telephone companies on 
any pay tv negotiations held and con- 
tracts consummated. 

e Hearings will be held on corrective 
legislation introduced to carry out 
recommendations in the final report of 
the Oversight Subcommittee. Work of 
the subcommittee also will be con- 
tinued but hearings are not probable 
before late in the year, or possibly not 
until the second session of the 86th 
Congress. 

e Rep. Harris also feels that a con- 
gressionally sponsored spectrum study is 
needed. He said last week that the com- 
mittee would wait for recommendations 
of the President’s special commission 
before taking any positive steps. 

e Rep. Kenneth A. Roberts (D-Ala.) 
last week introduced an etv measure 
and will push the committee for early 
action. It is somewhat different from 
the Magnuson proposal on the same 
subject. Rep. Roberts was chairman of 
1958 hearings by a subcommittee on 


the Senate-passed educational television 
bill. 


KEY COMMITTEES READY TO GO 


The lineup on Senate and House Commerce units 
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The Senate and House Commerce Committees 


Following are pictures and_ short 
biographies of all the 17 Senate and 33 
House Commerce Committee members. 
They are arranged in order of senority 
by parties. 


SENATE COMMITTEE 


MAGNUSON, SEN. 
WARREN G. (D- 
Wash.): Chairman of 
Commerce Commit- 
tee with four years re- 
maining in third full 
term as senator; spon- 
sor of federal aid to 
etv and favors spec- 
trum study; has continually prodded 
FCC for action on allocations; member 
of House eight years; entered Senate in 
1944 as appointee. 





PASTORE, SEN. JOHN 
O. (D-R.I.): Second 
ranking member of 
committee and chair- 
man of Communica- 
tions Subcommittee; 
outspoken critic of 
FCC for its failure to 
take positive steps to 
solve allocations dilemma; senator since 
1950; former governor and lieutenant 
governor of Rhode Island. 





MONRONEY, SEN. 
A. S. (MIKE) (D- 
Okla.): Four years to 
serve in second term 
as senator; member of 
House eight years. 
Leader in attack on 
rating services, with 
second round of hear- 
ings planned next month; member Com- 
munications Subcommittee; co-author 
Legislative Reorganization Act of 1946; 
former newspaperman; member of Sig- 
ma Delta Chi and Phi Beta Kappa. 





SMATHERS, SEN. 
GEORGE ARMISTEAD 
(D-Fla.): Served in 
80th and 8lst Con- 


gresses before election 
to Senate in 1950. 
” é Served in Marine 
‘A Corps in World War 

Il. No plans to rein- 
troduce bill which would divorce broad- 
casters and networks from BMI; name 
mentioned prominently in Oversight 
hearings last year in connection with ap- 
pointment and service of FCC Comr. 
Richard Mack. 
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THURMOND, SEN. 
STROM (D-S.C.): 
Former _ governor, 
much - decorated 
World War II veteran, 
reserve Brigadier Gen- 





eral; States’ Rights 
candidate for Presi- 
dent of U.S. (1948) 


polling 39 electoral votes; was elected 
to Senate in 1954. Against pay tv, for 
Langer anti-liquor ad proposal; holds 
Senate filibuster record. 


LAUSCHE, SEN. FRANK 
J. (D-Ohio): First 
term in Senate ends 
January 1963. Five 
terms as Ohio gover- 
nor; mayor of Cleve- 
land, 1941-44. Served 
as judge previously. 
Has questioned radio 
practice of recording telephone talks 
and rebroadcasting without warning. 


YARBOROUGH, SEN. 
RaLpeH W. (D-Tex.): 
Staunch friend of etv. 
First elected to Senate 
in special election, 
April °57; re-elected 
last November for full 
6-year term. Practised 
law, taught legal 
courses, served as assistant attorney 
general, five years a district judge. On 
Texas Board of Law Examiners, 1947- 
Si. 


ENGLE, SEN. CLAIR 
(D -Calif.): Newly 
elected to Senate after 
serving in House since 
1943. Assistant Dem- 
ocratic whip from 
80th to 84th Con- 
gress; Chairman of 

, Committee on Interi- 
or & Insular Affairs. Formerly state 
senator, district attorney. 


BARTLETT, SEN. E. L. 
(Bos) (D- Alaska): 
Delegate to Congress 
from Territory of 
Alaska past 14 years; 
elected senator in 
Alaska’s first election 
as 49th state; will 

' serve only two-year 
term through luck of draw. Former 
newspaperman, gold miner and secre- 
tary of Alaska by Presidential appoint- 
ment. 

















HARTKE, SEN. VAN¢ 

(D-Ind.): Freshman 
senator who defeated 
Gov. Harold Handle 

for seat formerly held 
by Sen. William Jen- 
ner (R); mayor ot 
Evansville when elect- 
ed to Senate; attorney 





McGEE, SEN. GALI 
(D-Wyo.): Freshman 
senator. Professor of 
American History, U. 
of Wyoming, Ph D.. 
American History, U. 
of Chicago, 1949. 
Chairman, Institute 
of International Af- 
fairs. Interested in efforts to provide tv 
service to sparsely-populated Wyoming. 


SCHOEPPEL, SEN. AN- 
DREW F. (R-Kan.): 
New ranking minority 
member of Commerce 
Committee, replacing 
defeated Sen. John 
W. Bricker (R-Ohio). 
Two years remaining 
in second term as sen- 
ator; governor of Kansas for two terms: 
attorney. 


BUTLER, SEN. JOHN 
M. (R-Md.): Four 
years remaining of 


second term in Senate: 
No. 2 Republican on 
committee. Began 
Baltimore law practice 
in 1926; with City 
Service Commission 
of Baltimore April 1947 to June 1949. 


CoTTON, SEN. Norris 
(R-N.H.): Entered 
Senate November 
1954; present term ex- 


pires January 1963. 
Member of House, 
80th through 83rd 


Congresses; lawyer. 


Case, SEN. CLIFFORD 
P. (R-N.J.): Former 
Congressman (1945- 
53), elected to Senate 
in 1954; new Com- 
merce Committee 
member; former pres- 
ident of The Fund fo: 
the Republic; trustec 
of Rutgers U.; member of Council on 
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The 
SALESMAN 


makes a . 
difference... \ 


and so does the 


STATION! = {r= 

















You can bet on it—a reputable, believable “_ 
salesman will make less noise — and make more sales — —_cuermmnmmnnal"o 


than a carnival pitch man. 


50,000-watt WHO Radio is the most believable, effective 

salesman in this State. Iowa has confidence in WHO — 
because WHO has confidence in Iowa. We have proved 
our faith for decades — by building and maintaining the 
greatest Farm Department in Mid-America — the greatest 


LY 
News Department —a fine, professional Programming 


Department that does a lot more than play the “first 50”. WwH@e 


As a result, more Iowa people listen to WHO 
_— : for lowa PLUS! 
than listen to the next four commercial stations Des Moines . . . 50,000 Watts 
combined — and BELIEVE what they hear! Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Of course you are careful about the salesmen you Robert H. Harter, Sales Manager 
hire. You of course want to be equally careful _ WHO Radio is part of Central Broadcasting Company 
“ which also owns and operates 
about your radio salesmen. Ask PGW for all the WHO-TV, Des Moines, WOC-TV, Davenport 








’ ‘ . 5 ° ° Affiliat 
facts about lowa’s GREATEST radio station! B — 
Peters, Griffin, Woodward, Inc., National Representatives 
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Foreign Relations and National Council 
of Churches of Christ in U.S.A.; intro- 
duced agency reform legislation in past 
congress. 


Morton, SEN. THRUS- 
TON B. (R-Ky.): 
Elected to Senate two 
years ago but new to 
Commerce Commit- 
tee; served three terms 
in House (1947 - 52); 
Assistant Secretary of 
State, 1953-56; grad- 
uate of Yale; director of several Ken- 
tucky organizations. 





Scott, SEN. HUGH 
(R - Pa.): Freshman 
senator but 16 - year 
veteran of House of 
Representatives; Re- 
publican Party nation- 
al chairman, 1948-49; 
former member of 
President Eisenhow- 
er’s personal staff; author of several 
books and magazine articles; recipient 
of numerous awards. 


HOUSE COMMITTEE 


Harris, Rep. 
(D-Ark.): Beginning 
10th term in Con- 
gress, third year as 
chairman of House 
Commerce Commit- 
tee. Specialized in 
communications; _ bit- 
ter foe of pay tv; ad- 
vocates spectrum study; headed 1958 
Oversight investigations of FCC and 
will introduce several reform measures 
as result; keeps tight control of his com- 
mittee. 





OREN 





WILLIAMS, REP. JOHN 
BELL (D-Miss.): No. 
2 man on committee 
and rumored set to 
take over new version 
of Oversight Subcom- 
mittee; beginning 13th 
year in Congress; for- 
mer county prosecu- 
tor; had considered entering upcoming 
Mississippi governor’s race but since 
has withdrawn name. 





Mack, Rep. PETER F. 
Jr. (D-Ill.); Oversight 
member; critic of 
FCC and its deinter- 
mixture decisions. In 
sixth congressional 
term. Active in avia- 
tion for which has re- 
ceived numerous 





awards. 
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ROBERTS, REP. KEN- 
NETH A. (D-Ala.): 
First elected to 82nd 
Congress. Chairman 
of last year’s etv hear- 
ings in Communica- 
tions Subcommittee; 
last week introduced 
etv bill; former state 
senator. 


MouLbDER, Rep. Mor- 
GAN M. (D-Mo.): Be- 
gan 1958 as chairman 
of Oversight Subcom- 
mittee but lost con- 
trol of members and 
staff and “resigned”; 
beginning 11th year 
in Congress; former 
judge, prosecuting attorney. 


STAGGERS, REP. HaAr- 
LEY O. (D-W.Va.): 
Has served in House 
since 8Ist Congress. 
Former high school 
coach and_ teacher; 
former sheriff; past 
president of W. Va. 
State Moose Assn. 


DOLLINGER, Rep. IsI- 
DORE (D-N.Y.): Con- 
gressman since No- 
vember 1948. Eight 
years in state assem- 
bly, four in state sen- 
ate; member of Dol- 
linger & Dollinger law 
firm. 


Rocers, REP. WAL- 
TER E. (D-Tex.): 
First elected to 82nd 
Congress. Former dis- 
trict attorney thirty- 
first district of state. 
Holds law degree 
from U. of Texas Law 
School. 


FRIEDEL, REP. SAM- 
UEL N. (D-Md.): 
Former state legisla- 
tor and member of 
Baltimore city coun- 
cil, serving in latter as 
chairman of finance 
and ways and means 
committees. First 
elected to 83rd Congress from new 7th 
congressional district. 


FLYNT, Rep. JOHN 
JAMES Jr. (D-Ga.): 
First elected to 83rd 
Congress, member 
Oversight Subcommit- 
tee. Former state leg- 
islator and president 
of Solicitors General 
Assn.; World War II 




















Bronze Star holder, graduate of Com. 
mand & General Staff School. 


MacDoNaALD, REP 
TORBERT H. (D 
Mass.): Beginnings 


third term. Attorney 
former member New 
England area NLRB 
former legal assistant 
to Eric Johnston. 
World War II P.T 
boat commander. 


RHODES, REP. GEORGE 
M. (D-Pa.): First 
elected to 81st Con- 
gress. Veteran of 
World War I; has 
worked as __sprinter, 
business manager, la- 
bor editor and labor 
representative. 


JARMAN, REP. JOHN 
(D-Okla.): Fifth term 
in Congress. Formerly 
served in both branch- 
es of state legislature, 
and as enlistee_ in 
Army four years dur- 
ing World War Il. 
Holds Harvard law 


O’BRIEN, Rep. LEO 
W. (D-N.Y.): Begin- 
ning fifth term in Con- 
gress; former newspa- 
perman and radio - tv 
commentator; owns 
minority interest in 
WROW-WTEN (TV) 
Albany, WCDB (TV) 
Hagaman, both New York, and WCDC 
(TV) Adams, Mass. 


Moss, REP. JOHN E. 
(D-Calif.): As mem- 
ber of Oversight Sub- 
committee, outspoken 
critic of practices be- 
fore FCC during 
hearings. Sponsor of 
freedom of informa- 
tion legislation which 
became law during past Congress; mem- 
ber. of House since January 1953; 
former member of California Assembly. 


DINGELL, REP. JOHN 
D. (D-Mich.): Elect- 
ed to 84th Congress 
in special election to 
succeed late father. 
who represented dis- 
trict since founding in 
1932. Against pay tv 
has been outspoken 
critic of FCC; former research assistant 
to U.S. Circuit Judge. 
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KILGORE, REP. JOE 
M. (D-Tex.): Begin- 
ning third term. In 
Texas House of 
Representatives 1946- 
52; practiced law until 
elected to Congress in 
1954. Appointed to 
Commerce Commit- 
tee in the summer of last year to fill a 
vacancy created by the retirement of 
Rep. Martin Dies (D-Tex.). 





RoGers, REP. PAUL 
G. (D-Fla.): Now in 
third term in Con- 
gress but new mem- 
ber of Commerce 
Committee; attorney 
member of Supreme 
Court Bar. Father 
formerly was member 
of House Commerce. 





HEMPHILL, REP. Ro- 
BERT W. (D-S.C.): 
Serving second term 
in Congress but new 
member of commit- 
tee. Active in church 
affairs; former state 
legislator and solicitor 
of 6th Judicial Circuit. 





ROSTENKOWSKI, REP. 
Dan. (D-Ill.): Fresh- 
man. Youngest mem- 
ber of Congress (31 
on Jan. 2). Six years 
in state legislature. 
Real estate and in- 
surance man. 





Brock, REP. Law- 
RENCE (D-Neb.): Be- 
ginning first term, low- 
est - ranking majority 
member of commit- 
tee; pharmacist-cattle- 
man; former member 
of state highway com- 
mission and active in 
public power field. 





BENNETT, REP. JOHN 
B. (R-Mich.): Fol- 
lowing November 
elections, jumped four 
seats to become rank- 
ing minority member 
of Commerce Com- 
mittee; member Over- 


| \ 
| 4 Ps sight Subcommittee 





ind one of first to call for agency 
reforms. Beginning eighth term in Con- 
gress. 
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SPRINGER, REP. WIL- 
LIAM L, (R-IIl.): In- 
troduced anti-pay tv 
bill in last Congress; 
second ranking minor- 
ity member. Now in 
fifth term. Previously 
state’s attorney; coun- 
ty judge. 


Busu, Rep. ALVIN R. 
(R-Pa.): Entering 
fifth congressional 
term. Owns 400 of 
7,500 shares common 
voting stock in 
WWPA Williamsport 
and WARC Milton, 
both Pennsylvania. 
Corporation executive. 


SCHENCK, REP. PAUL 
F. (R-Ohio): First 
elected to 82nd Con- 
gress. Teacher and 
scoutmaster; Dayton 
recreation director; 
president of board of 
education for 7 years. 


DEROUNIAN,~ REP. 
STEVEN B. (R-N.Y.): 
Beginning fourth con- 
gressional term. Mem- 
ber of Federal Com- 
munications Bar Assn. 
when private practic- 
ing attorney; spon- 
sored anti-influence 


YOUNGER, Rep. _ J. 
ARTHUR’ (R-Calif.): 
First elected to 83rd 
Congress. Served in 
World War I, financial 
administrator; has 
been executive vice 
president of Citizens 
Federal Savings & 
Loan Assn., San Francisco, since 1937. 





AVERY, Rep. WIL- 
LIAM H. (R-Kan.): 
Starting third term in 
Congress. Four years 
as state _iegislator. 
Formerly farmer and 
stockman. Father was 
state senator. 


COELTER, REP. 
Haro_p R. (R-IIl.): 
First elected to 85th 
Congress. Former 
newsman; served in 
Berwyn City Council; 
served three terms as 
secretary-treasurer of 
Cook County Supervi- 





sors Assn. 

















GLENN, REP. MILTON 
W. (R-N.J.): Serving 
second term. Six years 
in state legislature; 
previously municipal 
magistrate. Naval re- 
serve lieutenant com- 
mander. Member of 
Congress since 1957 
but newly-assigned to Commerce Com- 
mittee. 


DEVINE, REP. SAMUEL 
L. (R-Ohio): Fresh- 
man congressman; 
three terms as state 
legislator; five years 
with FBI; LL.B. from 
Notre Dame and for- 
mer Columbus district 
attorney. 


NELSON, REP. 
ANCHER (R-Minn.): 
New to the Hill. 
Served on Rural Elec- 
trification Administra- 
tion 1953-56. Lieuten- 
ant Governor of 
Minnesota, 1952-53; 
fourteen years in state 
legislature. 


KEITH, REP. HAsT- 
INGS (R - Mass.): 
Freshman congress- 
man occupying bot- 
tom rung on seniority 
totem pole; state sen- 
ator for two terms 
and chaired that 
body’s counterpart to 
Commerce Committee; chartered life 
underwriter; is a graduate of U. of 
Vermont. 





Committee staffs 


The staffs of the Senate and 
House Commerce Committees are 
important in furnishing expertise, 
drafting reports and legislation 
and conducting hearings. 

On the Senate committee, chief 
clerk is EDWARD JARRETT, in that 
position since October 1942 ex- 
cept during the 1953-54 GOP 
Congress; communications expert 
is counsel NICHOLAS ZAPPLE, in 
that job since January 1950. 

On the House committee, chief 
clerk is W. E. WILLIAMSON, for- 
mer mayor of Magnolia, Ark., 
appointed by Chairman Harris in 
November 1957; communications 
counsel is KURT BORCHARDT, in 
that job since 1947, 
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The attack on the two-rate system 
of pricing radio-tv time for national 
and local advertisers gained strength 
last week, but also ran into some resist- 
ance. 

Officials of Station Representatives 
Assn. said a drive to get stations to 
convert to single rates for all adver- 
tisers, national and local, or at least 
amend and _ stiffen current policies, 
would be one of SRA’s “main projects” 
for 1959. And, in the meantime, one 
more station abandoned the double 
standard and at least a dozen others 
were reported on the verge of the same 
decision, following the lead of four 
stations a week earlier (BROADCAST- 
ING, Jan. 10). 

The movement was by no means un- 
challenged, however. The director of 
radio-tv advertising for Allied Stores, 
which operates more than 80 depart- 
ment stores across the U.S.—most of 
them substantial users of radio— issued 
a sharp warning that the trend could 
lead to substantial revenue losses for 
stations, with newspapers the gainers. 

Critics Heard e Critics among re- 
tailers also contended that station repre- 
sentatives leading the move were mo- 
tivated by a desire to get advertisers’ 
co-op funds spent nationally rather 
than locally through their dealers. They 
claimed dealers would respond by 
diverting co-op appropriations back to 
newspapers—whose hold on co-op ad- 
vertising, they noted, radio has only 
recently been able to loosen. They also 
recalled that years ago newspaper repre- 
sentatives tried a similar tactic among 
newspapers but failed. 

Such arguments did not appear to 
deter SRA leaders in their determina- 
tion to push for abolition, or at least 
substantial amendment, of the dual 
rate structure. They said their radio 
and television trade practices commit- 
tees, headed respectively by Arthur 
McCoy of John Blair & Co. and Adam 
Young of Young Television Corp., 
planned to work together on this pro- 
gram. 

It has been estimated that approxi- 
mately one-third of the nation’s lead- 
ing radio stations already have single 
rates. 

WADK Newport, 
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R.I., announced 
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WADK switches with dozen more on brink; 
retail critics no deterrent to SRA move 


last week that it would join this group 
March 1, following on the heels of 
similar decisions a week earlier by the 
Balaban radio stations (WRIT Mil- 
waukee, KBOX Dallas, WIL St. Louis) 
and KTUL Tulsa. 

Mitler Explains ¢ Milton E. Mitler, 
owner-manager of WADK, said he con- 
sidered a single rate for all advertisers 
the best solution of a long-standing and 
difficult problem—that of national ad- 
vertisers’ pressing through their local 
dealers and distributors for the lower 
local rate. The new single rate of 
WADK, announced after consultation 
with Everett-McKinney, the station’s 
national representative, is a compromise 
between the old local and national 
rates. 

Where the one-time 1-minute nation- 
al rate has been $7 and the comparable 
local rate $6, the new single rate will 
be $6.50. On an end-rate basis it comes 
down to $5.30, as against $5.50 for 
the national and $3.90 for the local 
under the old two-rate system. 

Officials of Everett- McKinney and 
those of other rep firms said they had a 
number of stations which were con- 
sidering abandonment of the two-rate 
policy and probably would act soon. 

Indirectly, they had the encourage- 
ment of a number of broadcasters who 





volunteered to broadcast their experi 
ences under a single rate. 

Testimonials e Robert Fehlman, man- 
ager of WHBC Canton, Ohio, said 
that he had “operated successfully” on 
the one-rate basis since 1947 and had 
“recommended single-card operation on 
many occasions.” President Robert 
Feagin of WPDQ Jacksonville, Fla., 
said “we have found it completely suc- 
cessful and a major step in station 
progress.” Manager H. William Koster 
of WEAN Providence, R.I., reported 
that “we have always operated with 
single - rate card”; President - Manager 
J. Marion O’Hara of WMAN Mans- 
field, Ohio, said WMAN has had a 
single rate since December 1950, and 
Robert B. Jones Jr. of WFBR Balti- 
more said he had found that under 
this system “everybody wins” (also see 
page 16). 


Matson entering radio 


Matson Navigation Co., operator of 
a steamship line between Australasia, 
Pacific ports and the West Coast, has 
bought Frank Goss & the News, a new 
series of CBS newscasts to run through 
March. This marks the first time the 
76-year-old company has used radio. 
The newscasts are carried Monday- 
Saturday on 19 CBS coast affiliates. 

The concern also is advertising 
cruises in 60-second spots over KSFO 
San Francisco, KFAC Los Angeles, 
KDYL Salt Lake City, KTLN Denver, 
KLIF Dallas, KFJZ Fort Worth and 
KNUZ Houston. Agency: Fuller & 
Smith & Ross Inc. 





Timing timebuyers’ time ¢ H-R 
Representatives Inc. has an answer 
to timebuyers’ complaints that rep 
visits take up too much of their time. 
The gimmick: alarm watches, set 
for a mutually-agreeable period, 
which tell both rep and timebuyer 








when it’s time to go. H-R saleman 
Tom O’Dea (1) here takes his new 
watch into a meeting with Ed Fleri, 
chief timebuyer for BBDO. 

There are two reasons behind the 
technique, according to James M. 
Alspaugh, H-R vice president. The 











first to help the timebuyer, whose 
time is in great demand, the second | 
to help the rep salesman budget | 
more Calls in his week. H-R thinks it 
can increase calls 15% by using the | 
watches. 

In practice, the rep salesman asks 
the timebuyer about his schedule 
when setting up the appointment, 
then computes what he’s got to pitch, 
sets the watch to determined period 
and walks in. When the alarm 
(they’re all Helbros alarm watches, 
purchased on a special deal) goes 
off, the salesman goes out. 
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design for sales... 


Since the day H-R was started by a group of Working Partners we have 
focused all our efforts and facilities toward the goal of consistently 


producing more sales for each of our stations. Over the years, thanks to a 


FRANK HEADLEY, President mature and sales-seasoned staff backed by imaginative research and sales 
DWIGHT REED, Vice President 
FRANK PELLEGRIN, Vice President planning, we have developed a distinctive type of representative service 


that has proven unusually sales productive. 


“We always send a man to do a man’s job” 





ON 


NEW YORK SAN FRANCISCO ATLANTA 
CHICAGO DALLAS HOUSTON 
HOLLYWOOD DETROIT NEW ORLEANS 






















PLACE and SHO? 







...1n. St. Louis with 


WIL 





BUY Radio when you buy media 
BUY Balaban when you buy radio 
BUY WIL when you buy St. Louis 
and you BUY the people who BUY 
Audience up 900% in Hooper, 130% in Pulse. Billing up 
400%. All over the first 10 months of Balaban Operations! 


WIL KBOX WRIT 


St. Louis Dallas Milwaukee 


THE BALABAN STATIONS 


In tempo with the times 
JOHN F. BOX, JUR., Managing Director 
Sold Nationally by Robert E. Eastman 
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STORES MISS RADIO-TV BOAT? 


Retail ad parley hears that broadcasting 
deserves more emphasis by merchandisers 


Retailers are simply “kidding” them- 
selves when they talk about testing tele- 
vision—they’re really testing their abili- 
ty to use the medium effectively. 

That was the view of Jack Miller, ad- 
vertising director of Leonards Depart- 
ment Store, Fort Worth, Tex., which 
has been experimenting with tv since 
1948. He told the Retail Advertising 
Conference in Chicago how both radio 
and tv have proved effective in moving 
“best-selling items and in special pro- 
motions”—with store expenditures rep- 
resenting a mere 15% of its advertis- 
ing budget. What’s more, radio-tv rep- 
resents the “best way” for small stores 
to close the gap between them and their 
big competitors, without being “cov- 
ered, smothered and completely domi- 
nated” by them in newspaper space. 

Mr. Miller was one of several top 
speakers at RAC’s seventh annual con- 
vention in the Palmer House Jan. 17-18, 
appearing on the closing Sunday agenda. 
Most retailers regard radio-tv as “two 
step-children of retail advertising to- 
day” and tv as a kind of “Cinderella 
medium,” he observed. They all watch 
it and some have tested it but, as with 
the weather, nobody does anything 
about it. This is a mistake, Mr. Miller 
intimated (also see story page 41). 

Leonards started testing tv in 1948 
when the market comprised one sta- 
tion and 500 tv receivers, he recounted. 
The store made mistakes and found 
some answers with changing trends re- 
flecting “the nature of the retail busi- 
ness rather than a basic characteristic 
of television.” It bought football games, 
several live quarter-hour shows, record 
formats, cooking and gardening pro- 
grams, syndicated films and feature 
movies. In 1954 it purchased WBAP- 
TV Fort Worth’s Weather Telefacts, 
whose “cost-to-sell” ratio has been 
“very satisfactory,” with additional “in- 
stitutional value.” 

Today, Leonards also runs about 62 
spots per week on WBAP-TY, Break- 
fast at Leonards Monday through Sat- 

urday on KFJZ radio, and 64 spots per 
week on KXOL five-minute newscasts. 
Breakfast at Leonards has been on the 
air since 1942, Monday through Satur- 
day, 7-7:30 a.m. 

Spot schedules are utilized during de- 
partmental and divisional events and 
saturation schedules during store-wide 
events. “We have found through expe- 
rience that a spot schedule during day- 
time will often produce better results 
than a program in prime evening time 
at the same cost,” Mr. Miller reported, 
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because each spot reaches a new audi- 
ence. Leonards uses 20-second spots for 
well-known items and minute announce- 
ments for items requiring demonstra- 
tion. 

Must Consider Return ¢ What of 
cost? Says Mr. Miller: “The initial cost 
is more often considered than what is 
produced per dollar spent. If tv will 
produce a reasonable return from what 
you invest, it’s not too expensive. Most 
tv stations have ‘10-plans’ and ‘5-plans’ 
and low cost programs and participa- 
tions which will fit into most local bud- 
gets.” He noted that retailers tend to 
“gloss over” newspaper ads which don’t 
produce and “we seldom blame the 
newspaper. With tv, it’s a different 
story. We are prone to say that ‘tv just 
doesn’t work for me.’ ” 

Production may pose a problem, Mr. 
Miller conceded, noting viewers can “be 
merciless in their judgment of your 
locally-produced spot when it follows a 
$50,000 Remington razor spot with 
Dick Stark. We do not have the money, 
time nor talent to produce quality tv 








Corridor conference ¢ Between 
Chicago sessions Mr. Miller (r) 
compares notes with Arthur L. 
Grim, WBAP-TV Fort Worth. 











commercials that would compare favor- 
ably with a national advertiser’s spot.” 

Conversely, he observed, viewers may 
become so hardened to the smooth na- 
tional spot they will welcome a local 
announcement with “sympathetic at- 
tention.” 

Videotape may be a “partial answer 
to the local production problem,” Mr. 
Miller felt, in terms of permitting store 
executives to compress an entire week’s 
schedule into one session, to. pre-evalu- 
ate the finished product and to rectify 
mistakes and improve commercials. 
“Commercials produced by retailers 





will not be up to the standards set by 
national advertisers, but [vtr] will insure 
a commercial that is the best they can 
produce.” 


Little Fellow Too © Mr. Miller was 
not talking about big stores alone. “Ra- 
dio and/or tv, used effectively, is the 
best way the small store can close the 
gap between it and its big competitors. 
Most any small store in the average 
market can, with a relatively small por- 
tion of its budget, actually dominate 
radio or become the dominant retail ad- 
vertiser on television. 


“This same small store is being cov- 
ered, smothered and completely domi- 
nated by big store advertisers in the 
newspaper—even though they spend 
100% of their budget in newspaper. 
When your spot is on tv, there is no 
competition. You fill the entire screen 
and it is yours exclusively during the 
time you bought. 

“The same is true of radio. You peo- 
ple from small stores have had the 
experience of being buried in the fourth 
section or stacked beside a full color 
ad from a big competitor. This cannot 
happen on radio and tv. Oh, you may be 
double or triple spotted but while you 
are on, it’s yours alone. You're just 
as big as the next fellow on radio and 
ty.” 

Advertising Manager Miller suggested 
that monies for 20-page advertising sec- 
tions for anniversary sales and seasonal 
promotions might well be cut in half 
(“Does anyone ever wade through 20 
pages of advertising from one store?’’) 
and “probably still dominate” a particu- 
lar newspaper, and that “we could 
saturate every radio and tv station in 
our market and have money left over 
from the ten pages we saved.” 

The character of small and big stores 
alike can be communicated through ra- 
dio-tv, he claimed, with the former 
building stature and the latter over- 
coming “your bigness through personal 
appeal” of the media. 

Big Bit ¢ Mr. Miller said that only 
15% of Leonards’ total advertising 
budget goes into radio-tv to back up 
and support its major newspaper effort, 
but emphasized the importance of using 
all media to maximum advantage and 
keeping fully appraised of all selling 
tools at advertising managers’ command. 

Most store executives carry the title 
of advertising or sales promotion man- 
ager when, actually “we are little more 
than newspaper advertising production 
supervisors,” Mr. Miller acknowledged. 
While such supervisory duties are like- 
ly to remain their “prime responsibility” 
for years, Mr. Miller admitted, “‘let’s 
live up to our titles and really become 
advertising managers.” 

Other speakers at the two-dav week- 
end conference included Arthur S. 
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Heads, you win ss: 


Here’s how to head for more of the kind of business that earns you 100 cents on every dollar. 
You do it in a big volume way when you answer the big demand for minute-spots in your 
market with NTA’S TV HOUR OF STARS. Look: 90 hour-length films made especially 
for television by top studios such as 20th Century-Fox and Warner Brothers. Look: the big 
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names, the big stories and the big new way to give more advertisers the advantages of in-pro- 
gram minutes, plus star point-of-salesmen for local merchandising. Look: they work for you 
90 different ways. Strip them five days a week! Double them up for double audience interest, 
double selling strength. Play them as singles day or night! Any way, any time, anywhere 
they represent a wide new avenue of spot sales for you. NTA’S TV HOUR OF STARS 


CONTACT HAROLD GOLDMAN, EXECUTIVE VICE-PRESIDENT, NATIONAL TELEFILM ASSOCIATES, 10 COLUMBUS CIRCLE, 
N. Y. 19. JU 2-7300—ATLANTA, BOSTON, CHICAGO, DALLAS, MEMPHIS, HOLLYWOOD, MINNEAPOLIS, TORONTO, LONDON 
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LANSING 


FIRST IN AUDIENCE 


...-more than 100% greater 
audience* than any station 
heard in the Lansing area. 


FIRST IN POWER 
AND COVERAGE 


With 20 times the power of 
any station in Lansing. . . 
WILS produces the most 
coverage for your money. 


FIRST IN MICHIGAN’S 
MONEY MARKET 


WILS reaches 210,490 
Radio homes in the 17 
county central Michigan 
area... Ist in Michigan 
in C.S.I1. 


CONTACT 
VENARD 
RINTOUL & 
McCONNELL, INC. 








*C. E. HOOPER 


WILS 


MW News ports 


ASSOCIATED WITH PONTIAC’S 


82 
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Truitt, national retail sales promotion, 
Montgomery Ward; Dr. Burleigh B. 
Gardner, executive director, and Charles 
B. McCann, assistant, Social Research 
Inc., and John Caples, vice president, 
BBDO. Conference is held annually for 
retailers and their suppliers, media rep- 
resentatives, advertising agency and 
other personnel. Co-sponsors are Budd 
Gore, retail advertising manager, Chi- 
cago Daily News, and Ralph Heineman, 
head of his own retail consultant firm. 


RAB hits agency road 


A ten-man team from the Radio Ad- 
vertising Bureau was in New York, 
Philadelphia, Detroit, Chicago and St. 
Louis last week. Its objective: to give 
“the quickest, most complete pitch in 
radio history” to the 50 top agencies 
of the country whose combined billing 
totals more than $2.8 billion. 

The presentation, called “New 
Facts,” runs 12 minutes. At cutoff time, 
a timing device rings a bell and RAB’s 
salesman stops talking. (Another broad- 
cast advertising interest is also using 
this time limit technique; see H-R 
box, page 32.) RAB executives have 
been advised to tell agency officials: 
“When the bell starts ringing, we stop 
talking. Any questions you have are on 
your own time.” 

The presentation itself has a two- 
fold purpose: to summarize important 
data accumulated on radio during the 
last few months by independent re- 
search, advertisers and agencies, and to 
remind media personnel that the ma- 
terial exists and is available in greater 
detail from RAB. 


Rheingold switches 


Rheingold is rolling out the beer 
barrel in spot television. 

For the brewery (Liebmann Breweries 
Inc., Brooklyn, N.Y.) spot tv announce- 
ments—about $500,000 worth—mark 
an important change in advertising 
strategy. (Actually Rheingold is a 
veteran advertiser of “program” spot 
as distinguished from “announcement” 
spot.) Rheingold’s change is the addi- 
tion of an intensive announcement 
campaign starting March 1. 


The eastern brewer’s spot tv an- 
nouncement buying will be concentrat- 
ed in Massachusetts and Rhode Island. 

Of significance: radio-tv will take 
80% of the budget in those two states 
where Rheingold had been putting 90% 
of its ad money into print and outdoor. 

In some of its other market territory 
(which extends through the New Eng- 
land states, New Jersey and parts of 
Pennsylvania and New York state [in- 
cluding New York City]), Rheingold 
sponsors State Trooper, Headline and 
Federal Men syndicated series. 

The new spot announcement cam- 
paign will be in prime evening time, 
and will go through the end of 1959. 

Agency is Foote, Cone & Belding, 
New York. 


M-E Chicago shuffle 


McCann-Erickson’s Chicago office is 
adopting a reorganization plan it has 
considered for over a year—the agency 
is going into a group system of opera- 
tion, officially centralizing media and 
programming under one person. 

Under the new operation, already 
adopted by other Chicago agencies, a 
group system is being set up in media 
to include supervisors and buyers. Ken- 
neth Fleming, formerly senior media 
group head of Leo Burnett Co., has 
been appointed’ director of media and 
broadcast programming. 

His appointment and two other staff 
additions were announced Thursday 
(Jan. 22) by Chester L. Posey, vice 
president and general manager of Mc- 
Cann-Erickson’s Chicago office. John 
Deacon, assistant group supervisor and 
a broadcast media manager at Tatham- 
Laird, Chicago, joins M-E as media 
group head. Ruth Leach, recently sales 
coordinator for Edward Petry & Co.., 
station representative, joins M-E as 
media buyer. 

In part, Mr. Fleming succeeds How- 
ard A. Heller, who has resigned as 
media director. Also leaving McCann- 
Erickson are William Kennedy, chief 
timebuyer, to become manager of the 
Detroit office of Robert E. Eastman & 
Co., station representative, and Esther 
Anderson, timebuyer. 
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ARBITRON’S DAILY CHOICES 


Listed below are the highest-ranking television network shows for each 
day of the week Jan. 15-21 as rated by the multi-city Arbitron instant 
ratings of American Research Bureau. 


DATE PROGRAM and TIME NETWORK RATING 
Thurs., Jan. 15 Playhouse 90 (9:30 p.m.) CBS-TV 21.6 
Fri., Jan. 16 Walt Disney Presents (8:00 p.m.) ABC-TV 23.4 
Sat., Jan. 17 Gunsmoke (10:00 p.m.) CBS-TV 30.2 
Sun., Jan. 18 What's My Line? (10:30 p.m.) CBS-TV 26.8 
Mon., Jan. 19 Danny Thomas (9:00 p.m.) CBS-TV 24.1 
Tues., Jan. 20 Rifleman (9:00 p.m.) ABC-TV 22.4 
Wed., Jan. 21 Wagon Train (7:30 p.m.) NBC-TV 25.1 


Copyright 1959 American Research Bureau 
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NATIONAL 


Multiply the cans you see here by 2 billion—and it still falls short 
of the output it takes each year to pack the myriad products we 
buy in cans. The actual yearly total in the U.S. alone: more than 
40 billion cans—26 billion of which contain foods of almost every 
imaginable variety. 


Through its Weirton Steel Company division, National Steel is a 
leading supplier of the tin plate from which cans are made. 
Weirton produces both electrolytic and hot-dipped tin plate . 


NATIONAL 


and its output makes National Steel the nation’s largest inde- 
pendent source of this material. 


Tin plate is just one of many quality steels and steel products in 
which National Steel specializes. Another National Steel specialty 
is service. A look-ahead service dedicated to all American industry 
through its five major divisions: Weirton Steel Company, Great 
Lakes Steel Corporation, Stran-Steel Corporation, Enamelstrip 
Corporation, The Hanna Furnace Corporation. 


STEEL CORPORATION, GRANT BUILDING, PITTSBURGH, PA. 











PAPERS GANG UP TO RAISE REVENUE 


1,000 newspaper admen meet to draft tactics 
on recapturing ad dollars from broadcasting 


An unprecedented all-out campaign 
by the nation’s daily newspapers to raise 
their overall revenues to a record $3.5 
billion this year (from a previous $3.2 
billion) was inaugurated last week at the 
Newspaper Advertising Executives Assn. 
convention in Chicago. 

The “total selling” concept was un- 
veiled by the American Newspaper 
Publishers Assn. Bureau of Advertising 
with the help of allied groups at the 
NAEA parley in Chicago’s Edgewater 
Beach Hotel (Jan. 18-21). The 82nd 
annual meeting was completely staged, 
in a perhaps precedential move, under 
the ANPA bureau’s auspices (also see 
story page 35). 

In capsule, this is what television (and 
to a lesser degree, radio) can expect in 
1959’s battle of broadcast vs. print 
media: 

@ Expanded coverage of retail con- 
ventions where tv is conceded to be 
making “substantial inroads.” 

e A month-by-month “TNT sales 
drive,” to be aimed at regional oil 
clients, beer distributors, automobile 
dealers, soft drink bottlers and two- 
week promotions involving the heaviest 
newspaper advertiser categories (auto- 
motive, food, appliance and health and 
beauty aids). 

The three-day presentation, inter- 
larded with musical and other dramatic 
effects, was aired before approximately 
1,000 newspaper advertising executives. 
Also participating in the “total selling” 
drive with ANPA and NAEA were the 
American Assn. of Newspaper Rep- 
sentatives and National Newspaper Pro- 
motion Assn. Speakers did not limit 
themselves to prepared text but ap- 
peared every day in the continuous pre- 
sentation. 

Charles T. Lipscomb Jr., ANPA Ad- 
vertising Bureau president, urged ex- 
pansion of retail conventions because 
of tv’s inroads in “certain retail areas.” 
He noted that in 1958, 58% more de- 
partment stores used 72% more tv 
spots. But, he added, 1,750,000 retailers 
put a total of $2.5 billion annually into 
newspapers, and about one-tenth as 
much into tv and one-sixth into radio. 
He acknowledged that newspapers’ 
chief competitors (radio-tv, magazines) 
made great strides last year “toward 
organizing and educating their forces 
to sell their products nationally.” 

Mr. Lipscomb expects the country’s 
1,750 daily papers to participate in the 
two weeks of promotional events for 
four major newspaper advertising 
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groups. In only one group, however, 
do newspapers get over 50% of nation- 
al advertising monies—automotive. (It 
gets roughly a quarter each of the $600 
million food and $175 million appliance 
product budgets and 20% of the $500 
million health and beauty aids business.) 

Automobile advertising on tv may be 
entertaining but it hasn’t helped lift 
sagging sales, Walter C. Kurz, adver- 
tising manager of the Chicago Tribune, 
suggested to NAEA delegates. 

Big Move to Tv ¢ “Undoubtedly, 
there are several reasons tied into the 
defection of automobile sales last year,” 
he acknowledged. “But, very significant- 
ly, these last few years have seen the 
big move to television, and last year was 
the heftiest. The American public must 
be very thankful to the American auto- 
mobile business for the fine entertain- 
ment provided by their advertising dol- 
lars in 1958. But the applause did not 
come in appreciative sales, or even 
showroom traffic. And this, as the de- 
partment store, food, drug and apparel 
people can tell them, is how advertising 
dollars can be used most productively 
in selling goods right now.” 

Mr. Kurz cited sales boosts for food, 
drug, apparel and department stores in 
1958. They relied primarily on news- 
paper advertising and racked up ag- 





Yawns in ‘Post’? 


Said The Saturday Evening 
Post last week in an advertise- 
ment (prepared by BBDO): “No 
gamble and not a yawn from 
cover to cover.” 

It used the same art and layout 
of an ad by Benton & Bowles a 
week prior, congratulated B&B 
for its “enviable tv record of 
longevity” and acknowledged 
B&B’s ad was not meant as a con- 
demnation of tv. B&B’s ad de- 
picted a man yawning, describing 
the yawn as the most expensive in 
America—“the one that kills a 
network show” (BROADCASTING, 
Jan. 19). 

But the Post’s kicker was an 
anti-tv pitch: the Post asserted it 
had taken the “gamble” out of 
magazines via a new study, “Ad 
Page Exposure,” that provides the 
“first compatible measure” for the 
comparison of magazines and 
television. Upshot: the Post liked 
the B&B ad, especially the yawn. 











gregate sales of $95 billion apart from 
the dip in auto sales. The appliance field 
—home furnishing category—also tailed 
off (74%), relying “more on other 
media (television, radio and magazines) 
to advertise its goods.” 

“Radio, television, magazines, out- 
door [ads], all have their important 
places in the scheme of advertising 
media, but they do not approach this 
impact [of total selling] on the buying 
public in either quantity or quality— 
in depth or in breadth,” Mr. Kurz said. 
(He is chairman of the plans committee 
for the ANPA Advertising Bureau.) 


Battle for Budgets ¢ He recommend- 
ed better advertising and marketing and 
more “constructive selling” in the battle 
for budgets. Too frequently the adver- 
tiser or agency decision to go into tv, 
radio, or in other media, “silences our 
selling guns,” he complained. 

Dr. Howard D. Hadley, vice presi- 
dent and research director of ANPA’s 
Bureau of Advertising, reported on 
available materials to help spark the 
“total selling” concept. These include: 
data sheets comparing costs of network 
tv vs. newspapers and spot tv vs. news- 
papers; a booklet for computing cost- 
per-thousand advertising impressions in 
newspapers and television in a local 
market area and also tv costs and audi- 
ences on a comparable basis. ANPA 
is preparing a manual on an audience 
survey titled “Is Anybody Looking?” 

NAEA members are urged to invite 
a local advertiser or representative of 
a national company to their offices and 
watch their own sponsored tv programs. 
The purpose: to demonstrate “how ex- 
tremely limited” the client’s tv cover- 
age is in that market. Then make a 
pilot survey of the audience’s size and 
percent of sponsor identification. 

“It’s suggested that two or three tele- 
phone operators dial about 40 different 
number in 30 minutes, completing per- 
haps 100 interviews. “Since this is a 
pilot survey rather than the last word 
in survey techniques,” Dr. Hadley felt, 
“the interviews which even one op- 
erator can complete should be enough 
to be of considerable interest to an 
advertiser.” He suggested the calls be 
placed by operators at the newspaper. 

The questions to be asked: (1) Do 
you own a television set? (2) Is your 
set turned on? (3) To what station 
are you tuned? (4) What program is 
on? (5) Who is the sponsor? Dr. 
Hadley said, “The sum total is that 
you will be able to get some striking 
information on viewing, sponsor iden- 
tification, homes with tv sets and other 
facts of interest to you and your ad- 
vertisers.” (The ANPA bureau also is 
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putting out a manual for conducting 
telephone surveys). 

Charles B. Lord, /ndianapolis (Ind.) 
Star and News and outgoing NAEA 
president, warned that “if newspapers 
are not selected as one of the basic 
media by national advertisers, then all 
newspapers will be left out in the cold. 
When they are under consideration, 
along with other media, newspapers will 
be evaluated by advertisers and agen- 
cies as a media classification, not as 
individual newspapers. The deciding 
factor will be the advantages we are 
able to sell together in competition with 
other media.” 

But Allied Stores’ Samuel H. Cuff, 
director of radio-tv advertising and 
long-time exponent of radio for depart- 
ment stores, viewed the one-rate move- 
ment with “considerable alarm.” 

He said “the bases for the existence 
of the local-retail rate are sound... 
thus it seems rather odd that the in- 
dustry as a whole should seriously con- 
sider abandoning a practice that has been 
in force since its inception, and which 
now brings into its coffers about two- 
thirds of every dollar it earns, with 
much more to come, at the urging of 
a group [station representatives] con- 
tributing less than half of this.” 


Cuff’s Criticism e¢ Mr. Cuff contin- 
ued: “I have seen nothing substantive 
to indicate that the abolishing of the 
local-retail rate will result in more gross 
revenue to radio stations. On the other 
hand, I am positive that, if all radio 
stations abolish the local-retail rate, 
they will both price and classify them- 
selves right out of a great deal of local- 
retail revenue. Retailers will return in 
full force to their traditional medium 
[newspapers], which incidentally does 
offer them a local-retail rate. 

“Without in any way implying that 
I am the spokesman for the retail in- 
dustry, I nevertheless feel that some- 
thing should be said, and said strongly, 
in the behalf of the retention of the 
existing local-retail rate structure .. .” 

Among station representatives push- 
ing for the change there was acknowl- 
edgement that, for some stations, adop- 
tion of one rate would be difficult. It 
is easier, they said, in very large and in 
relatively small markets, more difficult 
in those of medium size—this because 
of the competitive situations involved. 


Alternative Pian e For those stations 
which feel they cannot go to a single 
rate, SRA has an alternative. As ex- 
plained by SRA _ director Lawrence 
Webb in a speech 10 days ago, this is to 
reclassify “local” and “national” rates 
as “retail” and “general,” define those 
rates clearly, price them fairly and then 
stick to the rate card. 

By one of these means or the other 
stations will be urged by SRA members 
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PREVIEW 


Aluminum and high fashion ¢ An incongruous combination? Alcoa shows 
in a new commercial to be presented on ABC-TV’s Alcoa Presents tomorrow 
(Jan. 27 10-10:30 p.m.) and next week (Feb. 3) that the amalgamation 
makes sense. Fuller & Smith & Ross, Alcoa’s agency, in a three-way tie-in 
with Kimberly Knitwear and Chrysler division, is emphasizing high-fashion 
aspects of Chrysler cars dressed smartly with Alcoa products. (Kimberly, 
Chrysler and Alcoa are currently in the midst of a month-long print and 
window display campaign around the theme of “Fashion on the Move.’”’) 

The commercial opens with a woman reading the Feb. 1 issue of Vogue 
magazine in which she turns to a double-page Alcoa spread. The camera 
focuses on the still (shown above) of a high fashion model in a Kimberly 
dress standing alongside a Chrysler Saratoga. The model comes to life, 


shows the dress and moves out of frame. Remainder of the commercial 
| concentrates on the aluminum appointments of the Chrysler automobile 
| from outer grill work to under-the-hood and to interior detail. Clip ends 
with the models posing next to three cars forming a three-pointed star and 
announcer (Brooke Taylor) tying in once again “Fashion on the move... . 
a bold new beauty with a practical plus: the plus of Alcoa aluminum ‘gleam 


and go’.” 


The campaign was prepared and conceived by F-S-R in cooperation with 
Young & Rubicam (Chrysler) and Vogue (arrangements for Kimberly). 











to tackle the problem of national adver- 
vertisers’ seeking local rates on the 
grounds of some local connection—a 
problem they sometimes call that of the 
“three B’s,” after some of the principal 


thought there would be a “close paral- 
lel” between the two), the bureau came 
up with these figures for the second 
and third quarters of 1958: 


users of this device: breweries, bakeries —— etal oe 

P an ategory © 0 ota 
and bottlers. 1. Food and grecery «oe 
‘ — WETIOOINS: 2... kee ep 
* . . Tobacco ae oe 12. 
Big radio groups 4. Ale, beer and wine .. 8.6 
‘ - a He 
. Drugs EN RASH Sis gee eels : 
in both spot, network ¢ Automotive $3 
Radio’s biggest customers are heavy - — os Py 
in both network and spot advertising. 10. Agriculture .......... 2.6 

This conclusion was reached by RAB NETWORK 

last week on the basis of an analysis Rank Category % of Total 
showing that, in terms of product cat- 1. Drugs ..... ee ee 
: i bo oo wig anares enpsbia eed 17.2 
eget, on of the top 10 buyers of 3. Food and grocery ............... 10.4 
spot radio are also in network radio’s 4 Tobacco ....................... 9.6 
top 10. Ranking the advertisers accord- 5. Toilet requisites ................ 83 
: ‘aehtos- 2 Se ese 48 
ing to volume of radio time used (not 7. Soft drinks, confections .......... 41 
dollars spent, since network radio dollar : Nig ong ad =) Th Apeadage es 2 
figures are not available, although RAB 10: Publications .................... 3.0 


‘BASIC AD MAN’ 


All-media buyer 
analyzed in seminar 


The ‘all-media buyer is modern, not 
just a timebuyer and not engaged in a 
“joust” between buying specialists with- 
in an agency. 

That’s the image as presented in last 
week’s Radio & Television Timebuying 
and Selling Seminar in New York by 
executive spokesmen for Leo Burnett 
Co. and Benton & Bowles, two of the 
largest advertising agencies in the 
country. 

Dr. Seymour Banks, vice president of 
Burnett, and Michael J. Donovan, vice 
president and associate media director 
at Benton & Bowles, quickly reached a 
common ground on the all-media buying 
concept. 

e This was surprising in one respect 
because the topic had been billed in ad- 
vance as “pro and con.” 

Only place where the two gentlemen 
were somewhat apart: Dr. Banks said 
his agency’s media group supervisors 
present the media plans for all the ac- 
counts grouped under them (though 
there may be some alternations by up- 
per echelon) and bear the media re- 
sponsibility within the department; Mr. 
Donovan pointed up that at his agency 
there is a plans board, but Dr. Banks 
commented this group is outside of the 
media department. 

Of the old-type system, pre-1953 
when broadcast specialists were em- 
ployed at Burnett, Dr. Banks noted that 
each of the buyers would emphasize 
his own medium—*‘shotgun marriages 
usually don’t work out too well.” 

Mr. Donovan stressed that at B&B 
the media man is house-trained, comes 
up through set patterns of job condi- 
tioning (months of job training, year of 
lectures, participation in “synthesized 
advertising campaigns” and finally 6-12 
months as a buyer assistant). 


Basic Ad Man ® Mostly, he said, the 
all-media buyer becomes a “basic ad- 
vertising man,” meaning that the buyer 
can come through with a marketing pro- 
file to accompany each of his media pro- 
posals. He “works for all of the agen- 
cy,” said Mr. Donovan, who pointed 
up that these people were sources upon 
which the agency could draw for ac- 
count executives (took in 14 such peo- 
ple last year). 

Dr. Banks, in answer to a question 
from the audience, as to who in the 
media department makes the decisions 
on station buys, made these two points: 


e In nearly all cases, timebuyers 
select the stations for announcement 
campaigns. 
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This is how they spent their time: 


(93,032,000) spent 1,914.6 million 
57.0% (71,951,000) spent 1,480.7 million 
82.0% (103,509,000) spent 439.8 million 
29.5% (37,238,000) spent 177.3 million 
28.4% (35,817,000) spent 408.7 million 
21.0% (26,473,000) spent 108.1 million 


These totals compiled by Sindlinger & Co., Ridley Park, Pa., and published exclusively by 
BROADCASTING each week, are based on a 48-state, random dispersion sample of 7,000 inter- 
views (1,000 each day). Sindlinger’s weekly and quarterly “‘Activity’’ report, from which these 
weekly figures are drawn, furnishes comprehensive breakdowns of these and numerous other cate- 
gories, and shows the duplicated and unduplicated audiences between each specific medium. 


SINDLINGER’S SET COUNT: As of Jan. 1, Sindlinger data shows: (1) 113,297,000 


people over 12 years of age have access to tv (89.8% of the people in that age group); 
(2) 43,977,000 households with tv; (3) 48,543,999 tv sets in use in the U.S. 


| 
| 73.7% 
| 
| 
| 


HOW PEOPLE SPEND THEIR TIME 


(Owing to weather conditions in the Middle West, Sindlinger 
& Co. was unable to prepare Jan. 9-17 figures in time for the 
BROADCASTING deadline this week.) 


There were 126,230,000 people in the U.S. over 12 years-of age during the week Jan. 2-8. 


ae . Watching Television 
hours . Listening to Radio 
ere Reading Newspapers 
I 4 ics. kh decrease Reading Magazines 
SA Watching Movies on Tv 
hours 


Attending Movies* 








e But this job is handled by time- 
buyers and their supervisors working 
together when the purchasing is more 
complex. Example he gave: the Kellogg 
extensive, nationwide spot television 
set-up wherein the Burnett people had 
to examine discount structures of and 
time placement on stations throughout 
the country. 


® Business briefly 
Time Sales 


e Monsanto Chemical Co., St. Louis, 
which is sponsoring six hour-long Con- 
quest programs on CBS-TV this season, 
has signed as an alternate-week sponsor 
of 10 Conquest programs during 1959- 
60, when series will be presented on a 
half-hour basis for 20 weeks. Agency: 
Gardner Adv., St. Louis. 


e Parker Pen Co. (Jotter ballpoint 
pens), Janesville, Wis., has bought par- 
ticipations on ABC Radio’s Breakfast 
Club for 13-weeks and is beefing up tv 
spot schedule in 60-70 markets in terms 
of heavier saturation for spring adver- 
tising push (March-June). Agency: 
Tatham-Laird, Chicago. Purchase of 
Don McNeill show marks Parker’s first 
network radio advertising since Infor- 
mation, Please in mid-40’s. Tv spots 
will demonstrate pen-writing over dif- 
ficult surfaces. 


¢ Maybelline Co. (eye beauty aids), 
Chicago, has pulled an estimated $1.5-2 
million out of spot tv and put its money 
into NBC-TV’s Perry Como Show. 

Long a heavy user of spot television 
—and before that active in network 
special shows—Maybelline is retaining 
an announcement schedule in only a 
handful of markets, and those adjacent 
to “spectaculars.” It has been using spot 
schedules in upwards of 100 markets. 
The company, through Gordon Best 
Co., Chicago, bought into alternate 
weeks of the Como series. 


e Rexall Drug Co., Los Angeles, will 
sponsor a one-hour special colorcast on 


NBC-TV—Frances Langford Presents 
—on March 15 (10-11 p.m.). Telecast 
will be the first for Splendex Enter- 
prises, formed by Miss Langford, her 
husband Ralph Evinrude and producer 
Charles Wick. BBDO is agency. 


Agency appointments 


¢ Brand Owners Cooperative Assn. 
(wine marketer), N.Y., appoints Weiss 
& Geller Inc., N.Y.., as its agency. 


e Vick Products Div., Vick Chemical 
Co., N.Y., names Ogilvy, Benson & 
Mather Inc., N.Y., for the company’s 
double-buffered cold tablets. 


e Smith Bros. Inc. (cough drops), 
Poughkeepsie, N.Y., names Kastor, 
Hilton, Chesley, Clifford & Atherton 
Inc., N.Y., effective Feb. 1, replacing 
Sullivan, Stauffer, Colwell & Bayles, 
N.Y. 


e B. T. Babbitt Co. transfers its re- 
cently-acquired Charles Antell Div. 
(BRoaDcasTING, Dec. 29, 1958), Balti- 
more, from Paul Venze Assoc., Balti- 
more, to Brown & Butcher Inc., N.Y. 
Company said that Venze would con- 
tinue for the present its produced ads 
as “the speed with which Antell was 
acquired precludes the possibility of 
having the new ad programs ready at 
this early date.” 


e Also in advertising 


e A survey of the 200,000 Negroes liv- 
ing in the Bay Area has been completed 
for KSAN San Francisco by Far West 
Surveys there. Titled “The Negro Con- 
sumer in the Bay Area—A Survey of 
Product & Brand Use,” the report is 
culled from personal interviews with 
about 600 San Franciscans. Background 
material includes occupations and fam- 
ily income, family size, radio listening 
habits, etc. The 120-page report, to be 
an annual publication for KSAN, may 
be obtained from Far West, 166 Geary 
St., San Francisco 8. 
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Announcing the formation of 


ARKWRIGHT ADVERTISING CO., INC. 


65 EAST SSth STREET*NEW YORK 22,N.Y. 
PLAZA 1-5515 


JERRY BESS JACK WILCHER 
Executive Vice-President Vice-President 
JAMES HACKETT THOMAS MANNOS 
Media Director Radio-TV Prod., Director 


Servicing the following accounts: 


Robert Hall Clothes Abelsons Jewelers 

Chief Apparel Meadow Sportswear 

The American Male West Coast Slacks 

Comark Plastics Stanley Blacker Associates 
West Coast Office: 


1717 NORTH HIGHLAND AVE. 
HOLLYWOOD, CALIFORNIA 


Richard Westman, 
MANAGER 
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THE 
SYLVANIA 
AWARDS: 

A MEASURE 
OF NBC’S 

















There are many ways to judge 
the performance of a television network. 
But perhaps the most significant of allis the breadth 
and diversity of its offerings. When 13 out of 20 
Sylvania network awards go to NBC, they indicate 
something more than a preponderance of excel- 
lence. They indicate a range of programming thai 
blankets virtually every category of television —@ 
drama, news, comedy, public service, music, vari- 
ety, religion. They lend fresh emphasis to NBC’s 
belief in a broad and balanced schedule that offers 
rewarding television for every program taste; 


PROCRAN 


% The true measure of a network’s greatness is the 
totality of its program service. 


NBC TELEVISION NETWORK 
















THE MEDIA 











SINCLAIR FIGHTS IN COURT 


Produces bid topping Zeckendorf terms 
for block of Outlet Co. stock in trust 


The intramural fight between trustees 
of large blocks of Outlet Co. stock and 
Joseph (Dody) Sinclair, general man- 
ager of the Outlet Co.’s WJAR-AM-TV 
Providence—and grandson of the late 
Col. Joseph Samuels, one of the found- 
ers of Rhode Island’s multimillion dol- 
lar department store—was being fought 
in court last week. 

The court action was highlighted by 
an offer by Mr. Sinclair to buy the 
total shares in trust (55,230) at a price 
of $122.50 per share. This is $2.50 
above the contracted price agreed to 
between the trustees and the William 
Zeckendorf-John C. Mullins syndicate 
(BROADCASTING, Dec. 15, 8, 1958). 

Mr. Sinclair told the court that his 
backer was the United Printers & Pub- 
lishing Co., greeting card printer and 
publishers, with plants in Dedham, 
Mass., and Joliet, Ill. Louis and Jack 
N. Berkman, controlling stockholders 
of the Friendly Group of radio-tv sta- 
tions, are chairman and vice chairman, 
respectively, of United. United Presi- 
dent is Reeves Lewenthal. 

The trial, which began Jan. 19, is 
being heard by Rhode Island Superior 
Court Judge John E. Mullen. A state 
Superior Court judge last December 
denied Mr. Sinclair’s plea for a tempor- 
ary restraining order. The arguments 
last week were on Mr. Sinclair’s peti- 
tion seeking a permanent restraining 
order. 

Mr. Zeckendorf and Mr. Mullin, 
through a subsidiary of the New York 
real estate firm of Webb & Knapp 
(which Mr. Zeckendorf controls), have 
an agreement to pay $120 per share 
with several estates and trusts. The 
contract covers about 55% of the Out- 
let Co. stock, but provides that the 
purchaser must acquire 70% of the 
outstanding stock. 

The entire transaction approaches a 
$12 million figure, including the depart- 
ment store and radio-tv stations. 

Mr. Sinclair is protesting the sale 
on the grounds that the estate will be 
unnecessarily diluted through the pay- 
ment of estate taxes. 

Mr. Sinclair’s offer of $122.50 per 
share was accompained by a proffer to 
submit a $1 million check for deposit in 
escrow. 

Mr. Sinclair also related that Mr. 
Zeckendorf last December promised 
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him that he would be kept on as 
WJAR-TV station manager at double 
his present $15,000 salary. 


The only other witness of importance 
was William H. Sylk, president of Penn- 
sylvania Broadcasting Co. (WPEN-AM- 
FM Philadelphia). Mr. Sylk testified 
that last November he told the trustees 
he was willing to pay $122.50 per share 
for the stock but that bank officials re- 
fused to give him details because they 
had signed an option agreement with 
Roger Stevens, New York realtor and 
Broadway producer. Mr. Stevens orig- 
inally was in the purchase syndicate, 
but withdrew in mid-December when 
Mr. Zeckendorf and Mr. Mullins took 
over. 

The agreement between the trustees 
and the Zeckendorf-Mullins group has 
a six months clause for FCC approval. 
The transaction cannot be closed until 
the disposition of Mr. Sinclair’s suit. 


Two join ABC Radio 


Two new affiliates; WHAY New 
Britain, Conn., and WBLG Lexington, 
Ky., have been signed by ABC Ra- 
dio, raising the network’s lineup to 289 
stations, according to an announcement 
being released today (Jan. 26) by Ed- 
ward J. DeGray, ABC vice president in 
charge of the radio network. Affilia- 
tions of both WHAY and WBLG, 


which currently are without network 
ties, are effective Feb. 2. WHAY broad- 
casts on 910 ke with 5 kw. Patrick J. 
Goode is president and Aldo De- 
Dominicis general manager. WBLG is 
on 1300 ke with 1 kw. Roy B. White 


Jr. is president and general manager 
of the station. 


Georgia news meet 


Broadcasting industry figures will take 
part in the 14th annual Georgia Radio 
& Television Institute, starting Tuesday 
(Jan. 27) at Athens, Ga. Opening the 
meeting will be a Tuesday dinner honor- 
ing former presidents of Georgia Assn. 
of Broadcasters, co-sponsored by the 
institute and the Henry W. Grady 
School of Journalism, U. of Georgia. 

Speakers at the institute include Rob- 
ert D. Swezey, WDSU-AM-TV New 
Orleans, chairman of the NAB Free- 
dom of Information Committee; Mat- 
thew J. Culligan, NBC Radio executive 
vice president; Donald H. McGannon, 
president of Westinghouse Broadcasting 
Co.; Sol Taishoff, editor and publisher 
of BROADCASTING; Theodore F. Koop, 
CBS Washington news and public affairs 
director; Sydney M. Kaye, board chair- 
man and general counsel of Broadcast 
Music Inc.; Bennett Cerf, president of 
Random House and panelist on the 
CBS-TV What's My Line?; Edward J. 
Austin, W.D. Alexander Co., Atlanta 
General Electric distributor, discussing 
co-op advertising, and Bruce W. Munn, 
chief of United Press International’s 
United Nation’s bureau. 





re 








Going up ¢ Construction of the $750,000 WJXT (TV) Jacksonville studios 
and offices began this month. Located on a seven-acre site, the two-story 
building will present a 150-ft. facade to the city’s Southside Expressway. 
The construction, scheduled for completion early next year, will give 
WIJXT 40,000 square feet of floor space. 
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THE CAT HASN’T GOT OUR TONGUE! 






We’re ready to tell you NOW about the 
BRAND NEW | 
ADVENTURE SERIES | 


FELIX THE CAT 









© FELIX THE CAT. PRODUCTIONS, INC 








3 **Send for Picture-Booklet with all the facts! 


Call—Write—Wire AUDITION SCREENINGS BY APPOINTMENT —_ i 
RICHARD CARLTON, Vice President In Charge of Sales os ae 
‘TRANS-LUX TELEVISION CORP., 625 MADISON AVENUE, N.Y. 22, N.Y, 

Phone: PLaza 1-3110-1-2-3-4 
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TAKE A CRACK AT $1,169. 


Negro Retail Sales 
)N THE GOLD COAST OF THE GULF COAST 


One-tenth of the Negroes of America are a Negro market of 22%. WLOK, Memphis, 

in the coverage area of THE OK GROUP! reaches a Negro market of 42%. WXOK, 

Their average annual family income is in Baton Rouge, reaches a Negro market of 
the $3000 to $4014 bracket. WBOK, New 44%. WGOK, Mobile, reaches a Negro 
Orleans, reaches a Negro market of 35% market of 44%. KAOK, Lake Charles, 
of the population. KYOK, Houston, reaches reaches a Negro market of 30%. You 
NOBODY..BUT NOBODY..HAS MORE KNOW HOW. .i102 Proven 
There is far more to selling the Negro mar- . .. their buying habits . . . their brand 
ket than good Negro Personalities. You also preferences ... their product preferences 
need intensive merchandising and promo- . - their personal habits and responses. 

tion .. . support which THE OK GROUP THE OK GROUP digs for this information 
gives all its advertisers. And even more im- - we are experts on the subject. THE OK 
portant is a knowledge of the Negro people GROUP has just acquired exclusively an 
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KAOK BATON ROUGE 


LAKE CHARLES 
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HOUSTON 4 
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312 TIME RATE 


cannot ignore these major market areas in the Gulf 
Coast. You cannot be a leader in the sale of your prod- 
ucts in these cities without the Negro market. Here 
is a proven area for expanding sales at low cost. 


and Tested Sales Plans for the Negro Market. 


authenticated presentation on the Negro . . . his 
motivation . . . his emotional preferences . . . his 
family organization . . . his buying habits. This will 
soon be available to OK GROUP advertisers. It will 
open the true book on the Negro consumer. . . 
how to reach him, sell him, and keep him sold. 


Write for a presentation for your agency or your 
client! 

















505 Baronne Street, 
New Orleans, La. 


400 Madison Ave., 
New York 17, N.Y. 
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STARS NATIONAL, INC. 


2 WEEKS AFTER IT HIT THE AIR 


Launched with the greatest promotional blast eve! 
witnessed by any group of Negro consumers anc 
advertisers ... 

WGOK bombshelled its way to popularity. 

Result . . . Amazing sales reports . . . now availabk 
for your inspection from the advertisers’ letters 

The Tested OK GROUP Program Format and Selectior 
of Star Personalities . . . Did It Again! 

These are the Ear Catching Names of the WGOK 
Personalities: 


These Negro Personalities not only Tell . . . they SELL 


Big Daddy Dandy 
A Rhythm & Blues 


man who sells and 
sells again. Playing 
the top twenty Negro 
tunes ... Selected by 
the OK Group for- 


mula. 


Miss Mandy 


A skilled personality 
with a spiritual show 
achieved through 
years of experience as 
a Church singer and 
star stage personality. 


DID IT AGAIN!!! 


We OK 


MOBILE, ALABAMA 
















































Topsy Turvy 

Imported from KYOK 
Houston as the bet 
known Negro persor 
ality there .. . H 
captured the Mobil 
Audience with his Jiv 
and Blues program. ; 
real air salesma 
trained in OK GROU 


selling techniques. 





Deacon Sam 

Trained in New O 
leans . . . a spiritur 
man who knows th 
music .. . and has 
know how to win hi 
listeners through sir 
cerity and reverence 


OK Group Buy 

An OK Group buy can be 
handled with one purchas 
order and one bill. 






NAB radio members 
run for re-election 


Six members of the NAB Radio 
Board are up for re-election, the list of 
nominees in the annual voting process 
shows. Results of elections, closing Feb. 
12, affect 13 directorships—nine odd- 
numbered district directors and four 
directors-at-large. 


Two at-large board members—J. 
Frank Jarman, WDNC Durham, N.C., 
Radio Board chairman (medium sta- 
tions), and Ben Strouse, WWDC-FM 
Washington (fm stations) — are not 
candidates for re-election. Hugh M. 
Smith, WCOV Montgomery, Ala., was 
nominated in Dist. 5 but withdrew his 
name from the election ballot. 


Incumbent directors who are run- 
ning for re-election are Daniel W. 
Kops, WAVZ New Haven, Conn., Dist. 
1; Ray Eppel, KORN Mitchell, S. D., 
Dist. 11; Joe D. Carroll, KMYC Marys- 
ville, Calif., Dist. 15; Thomas C. Bos- 
tic, KIMA Yakima, Wash., Dist. 17; 
Harold Hough, WBAP Fort Worth, 
large stations, and William C. Grove, 
KFBC Cheyenne, Wyo., small stations. 


Radio board members whose terms 
expire at the NAB March convention 
and who were not eligible to run for 
re-election include Robert T. Mason, 
WMRN Marion, Ohio, Dist. 7; Wil- 
liam Holm, WLPO La Salle, Ill., Dist. 
9, and Alex Keese, WFAA Dallas, 
Dist. 13. The Dist. 3 post has been 
vacant since last summer when Donald 
W. Thurnburgh, WCAU Philadelphia, 
incumbent, became ineligible through 
purchase of the station by CBS. 


The list of nominees on the election 
ballots as announced by NAB secre- 
tary-treasurer Everett E. Revercomb: 


Dist. 1—Daniel W. Kops, WAVZ 
New Haven, Conn.; William B. Mc- 
Grath, WHDH Boston. 

Dist. 3—John S. Bocth, WCHA 
Chambersburg, Pa.; Lawrence H. 
Rogers II, WSAZ Huntington, W. Va. 

Dist. 5—Frank Gaither, WSB At- 
lanta; Charles C. Smith, WDEC Amer- 
icus, Ga. 

Dist. 7—Herbert E. Evans, WGAR 
Cleveland; Hugh O. Potter, WOMI 
Owensboro, Ky. 

Dist. 9—Mig Figi, WAUX Wauke- 
sha, Wis.; Ben Laird, WDUZ Green 
Bay, Wis. 

Dist. 11—Ray Eppel, KORN Mitch- 
ell, S.D.; Odin Ramsland, KDAL Du- 
luth, Minn. 

Dist. 13—James M. Gaines, WOAI 
San Antonio; Boyd Kelley, KTRN 
Wichita Falls, Texas. 

Dist. 15—Joe D. Carroll, KMYC 
Marysville, Calif.; Bob Reichenbach, 
KWG Stockton, Calif. 

Dist. 17—Lee Bishop, KORE Eu- 
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gene, Ore.; Thomas C. Bostic, KIMA 
Yakima, Wash. 

At-large (large stations) — Harold 
Hough, WBAP Fort Worth; Jay W. 
Wright, KSL Salt Lake City. Medium 
stations — Cecil B. Hoskins, WWNC 
Asheville, N.C.; Rex Howell, KREX 
Grand Junction, Colo. Small stations* 
—William C. Grove, KFBC Cheyenne, 
Wyo.; F. Ernest Lackey, WHOP Hop- 
kinsville, Ky.; Dave Morris, KNUZ 
Houston. Fm _ stations*—Richard H. 
Mason, WPTF-FM Raleigh, N.C.; Cal- 
vin J. Smith, KFAC-FM Los Angeles; 
Edward A. Wheeler, WEAW-FM Evan- 
ston, Ill. 

* Three nominees because of ties in 
nomination count. 


KTLA (TV)-IATSE sign 


Negotiations between KTLA (TV) 
Los Angeles and IATSE wound up last 
week with firm two-year contract that 
cannot be opened for any reason before 
expiration. Pact calls for wage increases 
varying from job to job but averaging 
about $10 a week a man over two-year 
period. Station maintained its stand of 
no premium pay for videotaping duties 
but agreed to provide four weeks sever- 
ance pay for IATSE members with four 
years or more seniority who are laid 
off because of vtr. 


Tv network gross time charges for 
November were out last week and 
ABC-TV executives could point with 
growing satisfaction at the network’s 
rising billing. 

ABC-TV hit its all-time high in 
monthly gross in November—$10,- 
338,126, a 27.9% gain over No- 
vember 1957. The other two net- 
works, CBS-TV and NBC-TV, were 
doing well, too, chalking up increases 
of 2.1% and 7.1% respectively. For 
all three networks, November was 
up 8.4%, the January-November 
period, up 9.9% for a total of more 


Networks-RTDG pact 
awaits ratification 


The Radio and Television Directors 
Guild and CBS, NBC and ABC reached 
agreement on a new two-year contract 
last Wednesday (Jan. 21), subject to 
ratification by the union membership 
tonight (Jan. 26). 

Details of the new pact will not be 
revealed until its terms are made known 
to union members, an RTDG spokes- 
man said. It was understood that a 
wage increase had been granted to all 
categories of membership and the agree- 
ment also called for the barring of 
non-union directors employed by ad- 
vertising agencies from producing com- 
mercials at network facilities. 

There were reports that the union 
had failed to have included in the 
agreement a re-use pattern for taped 
programs and commercials, written in- 
to the pact between the networks and 
the American Federation of Television 
& Radio Artists. Union and network 
sources declined to comment. 

The agreement will cover approxi- 
mately 900 employes throughout the 
country at the three networks. Mutual 
is not included, since that network does 
not use staff directors. 

The networks, meanwhile, continued 


November billings put ABC-TV at new high 


than $512.6 million gross. 

The network billings, released by 
Television Bureau of Advertising, 
are compiled by Leading National 
Advertisers and Broadcast Adver- 
tiser Reports. 

Even as ABC-TV’s billings score 
rose, it was evident still that the net- 
work has a long way to go to come 
up to its two competitors. Both have 
about twice the billing of ABC-TV 
for November. ABC-TV highest 
monthly gross billing level in 1957 
was in the $8.6 millions. The LNA- 
BAR gross time compilations: 


November January-November 
| 1957 1958 Change 1957 1958 Change 
ABC $ 8,079,932 $10,338,126 +27.9% $ 74,456,638 $ 92,550,834 +243% 
CBS 21,407,125 21,853,592 + 2.1 217,304,292 224946459 + 3.5 
NBC 18,511,686 19,817,075 + 7.1 174,698,900 195,154,287 +11.7 





TOTAL $47,998,743 $52,008,793 + 8.4% 





$466,459,830 $512,651,580 + 9.9% 


Month by Month—1958 


ABC CBS NBC TOTAL 

January $9,168,609 $22,094,015 $18,344,111 $49,606,735 
February 8,441,988 19,410,741 16,785,315 44,638,044 
March 9,402,407 21,211,070 18,874,597 49,488,074 
April 8,739,456 ,628, 18,283,379 47,651,346 
May 8,477,755 20,970,022 18,470,368 47,918,145 
June 7,387,586 19,733,057 16,648,462 43,769,105 
July 7,083,555 18,332,925 15,702,029 41,118,509 
August 6,923,735 19,383,736 15,202,021 41,509,492 
September 6,627,093 19,427,754 16,362,343 42,417,190 
*October 9,960,524 21,901,036 20,664,587 52,526,147 
* Figures revised as of January 16, 1959. 
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“My Gawd, she’s TALL!” 


7 ESSIR, she IS tall-l-1 — the tallest thing man 
ever made in North Dakota—WDAY-TV’s 
new antenna, 1206 feet above the ground (1150 


feet above average terrain! ). 


As you know, tower height is extremely im- 
portant in getting TV coverage—more important 
than power, though WDAY-TV of course utilizes / 
the maximum 100,000 watts. A 
So WDAY-TV—with new Tower and new 
Power—will soon be covering 96% more 
of North Dakota-Minnesota’s best country- 
side than before—60% more of the pros- 


perous Red River Valley’s families than 
before! 


Even before building this tremendous new 
tower, ratings proved that WDAY-TV is the 
hottest thing in the Valley. Soon they'll be 
better and better, and for greater and greater 

















distances! 
ARB — December, 1957 
SHARE OF AUDIENCE 
Metropolitan Area 
WDAY-TV 

9:00 A.M. — 6:00 P.M. 

Monday - Friday 77.2 
6:00 P.M. — 10:00 P.M. 

Sunday - Saturday 74.1 
10:00 P.M. — Midnight 

Sunday - Saturday 81.1 














Ask PGW for all the facts! 
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WDAY-TV my, 

FARGO, N. D. @ CHANNEL 6 ‘avs 
Affilated with NBC e ABC —_ = 


PETERS, GRIFFIN, WOODWARD, Ince. 


Exclusive National Representatives 
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Weigh the facts! 
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Then, for your next radio-tv property negotiation, 
contact Blackburn & Company—outstanding in 
quality transactions. 


NEGOTIATIONS ° FINANCING ° 


Blackbucn & 


RADIO - TV - NEWSPAPER BROKERS 


WASHINGTON, D. C. OFFICE MIDWEST OFFICE 


James W. Blackburn H. W. Cassill Clifford B. Marshall Colin M. Selph 
Jack V. Harvey William B. Ryan Stanley Whitaker California Bank Bldg. 
Joseph M. Sitrick 333 N. Michigan Avenue Healey Building 9441 Wilshire Blvd. 

Washin Building Chicago, Illinois Atlanta, Georgia Beverly Hills, Calif. 
STerling 3-4341 Financial 6-6460 JAckson 5-1576 CRestview 4-2770 


APPRAISALS 


SOUTHERN OFFICE WEST COAST OFFICE 











What’s the Outlook for ’597? 


BROADCASTING’s February 9 issue called Perspective ‘59 will 
give you an exhaustive, comprehensive inquiry into every 
area of broadcast advertising including features like this: 


@ Exclusive report of tv-radio net time sales for 1958. 


@ J. Walter Thompson’s Arno Johnson analysis of tv-radio 
volume in ‘59 in relationship to economic trends. 


®@ Nielsen report on attitudes of tv-radio audiences. 
®@ Feature Film Supply . . . How long will it last? 
® Videotape. Revolutionizing tv production in ‘59. 


® RAE’s Kevin Sweeney and TvB’s Norman Cash reports. 


These, and other important contents including our regular spot 
news coverage, make the February 9 issue an outstanding ad- 
vertising value. 


Deadline: January 30; Regular rates 


WIRE or PHONE nearest BROADCASTING office for your reser- 
vation now. 24,000 circulation. 
\ 
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negotiations with the American Fed- 
eration of Musicians on a new contract 
to replace the current agreement that 
expires midnight Jan. 31. Negotiators 
said talks are still in the “preliminary 
stage” and indicated that the deadline 
probably would be extended beyond 
Jan. 31. 


Storm topples tower; 
kills WLEX-TV staffer 


A WLEX-TV Lexington, Ky., em- 
ploye was killed and two people in- 
jured Thursday (Jan. 21) when the sta- 
tion’s tower fell onto its building after 
being struck by a tornado. 

Killed was WLEX-TV receptionist 
Susan Grazley. Nita Wash, the station’s 
bookkeeper, and an unidentified man 
were injured. 

The 651-ft. tower’s guide lines were 
cut by an old 300-ft. tower when the 
smaller tower was collapsed by the 
twister. Earl L. Boyles, WLEX-TV part 
Owner-vice president-general manager, 
estimates the damage at $300,000- 
$400,000. Mr. Boyles could not say 
when the station would be back on the 
air. 


Changing hands 


ANNOUNCED @ The following sales of 
station interests were announced last 
week. All are subject to FCC approval: 


© WRAW Reading, Pa.: Sold to 
Charles T. Weiland, 40%, Hugh L. 
Hamilton and Perrin C. Hamilton, each 
20%, and others by Steinman station 
interests for $290,000. WRAW is on 
1340 ke with 250 w and is affiliated 
with NBC. 

e WMNEF Richwood, W. Va.: Sold to 
W. Courtney Evans, owner of WSUX 
Seaford, Del., by Royal Broadcasting 
Co. for $40,000. Blackburn & Co. han- 
dled the sale. WMNF is on 1280 kc 
with 1 kw, day. 


KCOP(TV) talks fail 


Because of a breakdown in negotia- 
tions of the five-week old strike of 
IBEW’s Local 45 against KCOP(TV) 
Los Angeles, the station is switching its 
programming almost entirely to film, 
KCOP President Kenyon R. Brown, 
announced last week. With the change. 
KCOP is laying off 85 employes in 
addition to the 42 who are on strike. 
A weekend meeting produced a for- 
mula acceptable to the union’s negoti- 
ating committee, but by a 40-to-2 vote. 
the strikers rejected the deal which re- 
portedly offered to increase engineers’ 
wages from $175 to $182.50 a week. 
and to give other workers $5 a week 
raises. 

Earlier, KCOP filed a $1 million suit 
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against the union in Los Angeles Su- 
perior Court, claiming damages of 
$500,000 from the picketing of KCOP 
advertisers and asking punitive dam- 
ages of the same amount. KCOP also 
asked that Local 45 be enjoined from 
continuing to harrass its advertisers, 
which resulted in the cancellation of a 
half-dozen advertising schedules. 

Late last week, KCOP had curtailed 
its operations from three studios to one 
studio and had cut programs with two- 
camera coverage to productions needing 
only a single camera. 


Broadcast payrolls 
6.6% over 1955—NAB 


Wage and salary payments to broad- 
cast employes are up 6.6% over three 
years ago (1955) at the average U.S. 
radio station or 2.2% per year, accord- 
ing to an analysis conducted by the 
NAB broadcast personnel-economics de- 
partment. Tv pay levels range well 
above radio scales. 

Television wage payments in 1958 
were up 3.1% over 1956, or 1.6% a 
year, the study showed. Neither radio 
nor tv payments should be construed as 
wage-salary yardsticks, according to 
NAB. The figures are designed to show 
the spread between jobs in each me- 
dium by market size and major geo- 
graphical region (North and South). 

In general, the study shows wages 
are higher in the North. The scale was 
found to be higher, as a rule, as the 
size of market increases. 

Total employment at radio stations, 
including parttime staffers, ranged 
from a high of 39.3 employes in mar- 
kets of 1.5-2.5 million in the South to 
6.6 employes in towns of less than 10,- 
000 in the South. 

Average weekly gross compensation 
of radio station employes by job clas- 
sification follows: sales manager $156; 
salesman $114; program director $114; 
chief engineer $110; staff announcer 
$92; technician $82; traffic manager 
$64; continuity writer $64. The figures 
were described as weighted toward 
smaller stations because of the large 
number in this group. 

Average weekly gross compensation 
of television station employes by job 

Classification follows: sales manager 

$225; chief engineer $171; program di- 

rector $162; salesman $147; staff an- 

nouncer $125; producer director $113; 
technician $106; art director $104; film 
department head $98; staff photogra- 
pher $97; traffic manager $80; produc- 
tion man $76; cameraman $75; film 
man $72; floorman $65. 

Total number of tv station employes 
ranges from 102.6 in cities of 1 million 
up to 25.4 employes in markets of less 








than 25,000 population. 
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By Any Standard... 


WMBD-TV 


is first in Peoria! 


WMBD-TV is FIRST 
in ARB RATING Study 
November 12-18 
Dominant 37.7% Share of 
Sets-in-Use, Sign-on to sign-off 
After Only 11 Months on the Air. 





First in the Midwest with 
ONE MILLION WATTS 
of Sales Power. 
DOUBLE THE POWER OF 
ANY OTHER PEORIA STATION! 
Wider Range... A Better Picture 





First in PROGRAMMING 
with Top Network, 

Local and Syndicated Programs. 
Two RTNDA Distinguished 
Service Awards in 1958 to 

WMBD-TV News Staff. 


PROGRAM 


Call Your PGW Colonel 
or 
Sam Jackson, Director of Sales 













RELIGIOUS ASSN. LAUDS NAB 
Stand against liquor advertising cited 


NAB’s stand against hard liquor ad- 
vertising on radio and television was 
commended last week by National Re- 
ligious Broadcasters, organization of 
evangelicals, at the annual convention 
in Washington. 

The Jan. 21-22 session awarded cita- 
tions for outstanding leadership to Pres- 
ident Eisenhower, Vice President Rich- 
ard M. Nixon and Harold E. Fellows, 
NAB president. Dr. Billy Graham was 
given the association’s annual award 
for outstanding religious broadcasting. 

At the Jan. 22 discussion, Mr. Fel- 
lows said NAB has held the line on 
liquor advertising by radio stations, 
citing the abandonment of liquor ac- 
counts by two stations after they had 
indicated last autumn they would not 
follow the NAB Radio Standards of 
Good Practice. The NAB Tv Code has a 
similar liquor ban. 

NRB adopted two resolutions, one 
opposing hard-liquor advertising on 
broadcast media and endorsing NAB’s 
stand, and the other opposing the sug- 
gestion made by FCC Comr. T.A.M. 
Craven that FCC has no control over 


-. programs. 


FCC Chmn. John C. Doerfer, ad- 
dressing the group, predicted interna- 
tional television will bring closer un- 
derstanding among nations, particularly 
when the language barrier is solved. 

Mr. Fellows said that “if the peoples 
of the world would spend more time 
praying and less time parading we might 
be closer to a solution of our grievous 
problems.” He reminded that the power 
of a nation may reside more and more 


in its intellectual and spiritual resources. 

“Let us not beseech others to prac- 
tice freedom and enjoy the fruits of 
democracy unless we are prepared to 
demonstrate our personal and corporate 
sense of responsibility to be free men 
ourselves,” he added. 

Sen. Spessard Holland (D-Fla.) said 
religious broadcasters should develop 
programs that will hold public interest 
“by selling the product.” He said it is 
their responsibility through radio and 
tv “to bring the teachings of Christ to 
literally millions who will not other- 
wise be reached.” He voiced the hope 
that differences between members of 
the ministry and commercial broad- 
casters over religious programs will be 
resolved. 


Dr. Eugene R. Bertermann, of the 
Lutheran Hour, St. Louis, presided at 
the meetings as NRB president (See 
FaTES & FORTUNES, p. 88). 


e Media reports 


e Emmett Keough, manager, KSWO- 
AM-TV Lawton, Okla., was re-elected 
chairman of UPI Broadcasters of Okla- 
homa Jan. 16 at a Claremore meeting 
in connection with the Oklahoma 
Broadcasters Assn. convention. 

UPIBO’s 1958 Five Star Award, for 
“contributing most to the UPI state 
news report,” was given to KVOO-AM- 
TV Tulsa. Winners of UPI’s Certificates 
of Merit for individual news coverage 
in 1958 include Max Wolf, KWTV 
(TV) Oklahoma City; Don Strasner, 





Kansas City, treasurer. 








Plaque for Fellows ¢ National Religious Broadcasters presented a plaque 
to NAB President Harold E. Fellows at their Washington convention for 
his broadcast leadership and contribution to freedom of the air. L to r: 
Dr. T.F. Zimmerman, Springfield, Mo., NRB first vice president; Dr. 
E.R. Bertermann, St. Louis, president; Mr. Fellows; Dr. T.W. Willingham, 
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KGYN Guymon; Allan Page, KGWA 
Enid; Bill Morgan, KNOR Norman; 
Dean Ward, KWPR Claremore; Frank 
Hicks, KRHD Duncan; Carl Boye and 
Roy McKee, KVOO. 


e North Carolina Broadcasting Foun- 
dation (supported by commercial broad- 
casters in the state) is aiding the U. of 
North Carolina’s Dept. of Radio-Tv & 
Motion Pictures and the Communica- 
tions Center, Chapel Hill, in an en- 
larged program of courses for the 
staffers of radio-tv stations and students. 

The foundation has collected money 
and equipment worth more than $20,- 
000 from member stations, it was re- 
vealed at NCBF’s board of directors’ 
annual meeting. 


® Radio’s success in New York’s late 
newspaper blackout (BROADCASTING, 
Jan. 19) may have helped WABC New 
York achieve what general manager Ben 
Hoberman termed “our best fourth 
quarter in more than three years.” Local 
radio sales were up 52% in 1958's 
fourth quarter against the like period in 
1957, Mr. Hoberman reported, and 
among the new clients signed up were a 
number of “strike advertisers” such as 
Willoughby Camera Stores, Stern Bros., 
Macy’s New York, B. Altman & Co., 
Davega Stores, Montgomery Ward, 
General Electric, Eastman Dillon Union 
Securities & Co. and Abraham & Straus. 


e Better Music Broadcasters of America 
awards (presented annually to stations 
that have maintained a high standard of 
music programming) have been pre- 
sented this year to WAYE Baltimore; 
WVNJ Newark; WDOK Cleveland, 
Ohio; KADY St. Louis, and KSAY San 
Francisco. 


e Marietta Broadcasting Inc. an- 
nounces plans for construction of new 
building to house studios and offices of 
its station, KERO-TV Bakersfield, Calif. 
Completion is scheduled for some time 
next year. 


e WDAF Kansas City will be originat- 
ing station for baseball broadcasts of 
Kansas City Athletics during 1959 sea- 
son. 


e WTCX (FM) St. Petersburg, Fla., is 
scheduled to go on the air the middle 
of next month: The station’s format wil! 
be light classics and classical music. 
WTCX, owned and operated by Trans- 
Chord Inc., is on 99:5 me with 31 kw. 


® WMAL Washington has moved to 
new studios on Greentree Rd., Bethesda 
Md. 


e John Fraim, news director of WSA! 
Cincinnati, became the object of 

police search party a fortnight ago. The 
newsman had set out with a group to 
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THE (ulin TOUCH 


—to the trained ear it is quickly re- 
cognizable. Likewise, the quality 
atmosphere of a television station 
is just as instantly apparent and 
valued by quality advertisers! 


abc ge channel 8 dallas 


EDWARD PETRY & CO., NATIONAL REPRESENTATIVES [§ A TELEVISION SERVICE OF THE DALLAS MORNING NEWS 
55 
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Nothing else like it 
in Greater New York 


IN PROGRAMMING: The voice of WVNJ is 
unique. It’s the only radio station in the entire 
Metropolitan New York area that plays 

just Great Albums of Music from sign on to 
sign off — 365 days a year. 
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IN AUDIENCE: So different, too. So largely 
adult — so able to buy —so able to persuade 
others to buy. And in Essex County alone 
(pop. 983,000) WVNJ dominates in 
audience — in quality of audience — 

and in prestige. 


ae 


IN VALUE: It delivers the greater New York 
audience for less than 3lc per thousand homes — 
by far the lowest cost of any radio station 

in the market. 
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RADIO STATION OF The Newark News 
national rep: Broadcast Time Sales * New York, N.Y. * MU 4.6740 
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Newark, N. J.— covering New York and New Jersey~ 
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explore a southern Kentucky cave. 
When WSAI did not hear from the 
staifer, it called the Kentucky police. 
The party of explorers was located after 
a two-hour search. They had been lost 
in the cave for almost 16 hours. 


e WGN-AM-TV Chicago reports its 
“employes suggestion system” during 
the first 16 months developed 28 
awards made totaling $865 (taxes pre- 
paid). Winning ideas were for saving 
space in the music division, increasing 
output of letters in radio sales, installing 
tv transmitter displays to promote 
WGN-TV audience programs in the 
Prudential Bldg., increasing tv produc- 
tion office efficiency and better use of 
IBM record-keeping equipment. Slightly 
less than one-third of all employes have 
participated thus far, averaging 2.5 
suggestions per participant. 


¢ KQED (TV) San Francisco has in- 
creased its power from 30 to 156 kw. 
The educational-community station re- 
ceived the money for the new am- 
plifier and antenna from foundations, 
corporations, individuals and commer- 
cial station KPIX (TV) San Francisco. 


e CBS Foundations Inc. has made 
grants to private colleges and univer- 
sities, based on the length-of-service 


records of women graduates who have 
been employed by CBS or its divisions 
for 15 years or more. The 1958 list 
includes Cornell U. ($1,000) on behalf 
of Dorothy M. Leffler, manager, maga- 
zine division, press information depart- 
ment, CBS-TV; St. Joseph’s College for 
Women ($500) in the name of Rose 
Marie O’Reilly, manager of ratings, 
CBS-TV (an earlier $1,000 grant was 
made on behalf of Miss O’Reilly), and 
St. Lawrence U. ($1,000) on behalf of 
Betty Lippold, administrative assistant 
to the general manager, Housewives’ 
Protective League, CBS Radio. 


e WKEY Covington, Va., has com- 
menced broadcasting from its new stu- 
dios at Third and S. Lexington Sts., 
Covington. 


e Tele-Broadcasters Inc. has announced 
that it had a 14% overall increase in 
business during 1958. In 1957 firm 
grossed $771,078. Business has in- 
creased 450% from the 1954 gross 
of $155,453, it was noted. The Tele- 
Broadcasters stations are KALI Pasa- 
dena, Calif., KUDL Kansas City, Mo., 
WPOP Hartford, Conn., and WPOW 
New York. KUDL and WPOP have 
appointed Adam Young Inc. as nation- 
al representatives, it was announced. 
KALI is on 24-hour a day operation, 
it also was reported. 


e Educational-noncommercial WITTW 
(TV) Chicago has received $120,000 so 
far in its fund-raising drive. WITW 
hopes to collect $760,000 by the time 
the campaign closes March 31, 1960. 
An additional $500,000 is anticipated 
from etv classes produced for the edu- 
cational Tv & Radio Center, Ann Arbor, 
Mich., and for the Chicago Board of 
Education. The station is allocating 
$110,000 for a video-tape recorder; the 
rest of the money is for operating ex- 
penses. 


® Hollywood local of AFTRA has un- 
animously approved terms of new net- 
work agreement (BROADCASTING, Dec. 
29, 1958). As pact has previously been 
ratified by AFTRA New York and Chi- 
cago chapters as well as by the national 
board, it is now in effect, with the con- 
ditions retroactive to last Nov. 15. 


e KOOL-TV Phoenix, Ariz., on Feb. 
2 starts originating Spanish 101-TV, 
a daily (7-7:30 a.m.) telecourse in 
beginners’ Spanish. The course, for full 
college credit, is presented by Arizona 
State U.’s College of Liberal Arts For- 
eign Language Dept. through the uni- 
versity’s Radio-Tv Bureau. 


e Localized news coverage offers the 
small city station an opportunity for 





DATELINES . 


CLEVELAND @ Local police last Monday 
(Jan. 19) apprehended a murder sus- 
pect, thanks to WJW-TV Cleveland’s 
nightly City Camera news show. A 
photo of 29-year-old William Hatha- 
way, sought in connection with the Jan. 
14 stabbing of his former sweetheart, 
was shown on the telecast, prompting 
a citizen of Mansfield to notify authori- 
ties of the fugitive’s whereabouts. With- 
in hours he was arrested. 





West BERLIN @ WTAX Springfield, IIl., 
sent staffer O.J. Keller Jr. to interview 
West Berlin Mayor Willy Brandt, Jan. 
7 prior to the Berliner’s visit to Ameri- 
ca. The mayor is to visit Springfield in 
connection with the Lincoln sesquicen- 
tennial. A tape of Mr. Keller’s inter- 
view was relayed via trans-Atlantic tele- 
phone to WTAX. 


EVANSVILLE @ The efforts of Southwest- 
ern Indiana Broadcasters Assn. in 
ameliorating relations between some 
300 striking city workers and city of- 
ficials has been officially recognized 
by factions. SIBA member stations, 
working in the shadow of a strike that 
could have paralyzed the area, brought 
the two sides together in a series of 
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public meetings that paved the way to 
settlement. 


Kansas City @ The emergency belly- 
landing of a TWA Constellation at 
Olathe Naval Air Station near Kansas 
City, Mo., was well covered by radio 
and tv, KMBC-AM-TV announced. 
Its first report that the plane was 


having difficulty with its landing gear 
came into the stations’ newsroom at 
12:53 p.m., Jan. 17. While the plane, 
originally going to St. Louis, but re-di- 
rected in the emergency, circled for 
four hours, trying to get its wheels 
down, the KMBC stations’ staffers set 
up microphones and cameras and kept 
listeners informed of the plane’s prog- 
ress right through the actual successful 
belly-landing on a sea of foam. 





Crucial Moment: KMBC photographer Charles Campbell captured this dramatic sequence. 
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‘Golden K Network’ 
is winner of oil well 


The association of KAKE-TV Wich- 
ita with satellites KTVC (TV) Ensign 
and KAYS (TV) Hays, both Kansas, 
has been formally christened ““The Gold- 
en K Network”—and an advertising 
agency man realized a bonanza. 

Edward L. Bailey, copywriter at Leo 
Burnett Co., won first prize in KAKE- 
TV’s “Win an Oil Well” contest. 
launched last fall to select a suitable 
name for the new group. 


When originally announced, the con- 
test promised the winner the option of 
a life-of-the-well lease income or $1,000 
in cash. New wells were drilled in Kan- 
sas on the lease, however, and the win- 
ner was offered a $5,000 cash purchase 
of his interest or the oil royalty for 
duration of the wells. As of last Thurs- 
day (Jan. 22), Mr. Bailey had not made 
up his mind but was leaning toward 
royalties. 

The contest was open to all advertis- 
ing people interested in retiring “at an 
early age instead of being an ad man all 
your life.” 

Other winners: Reginald F. Spurr, 





audience-building, community service 
and profit. This was the decision of a 
panel of radiomen at a Jan. 13 meeting 
of the Atlanta professional chapter of 
Sigma Delta Chi. 

Panel members were Jim Hardin, 
president-general manager, WDUN 
Gainesville; Bob McGarrity, news di- 
rector, WKEU Griffin; Ed Mullinax, 
general manager, WLAG LaGrange, and 
Gus Mann, radio-tvy news editor. 
Georgia, Agricultural Extension Service, 
Athens. 


e WDSM Superior, Wis. (710 ke, 5 
kw), signed as NBC Radio affiliate, ef- 
fective Jan. 19, replacing WEBC Du- 
luth, Minn., in NBC lineup. WDSM, 
which had been affiliated with ABC and 
Mutual, is owned—along with WDSM- 
TV Duluth, already NBC affiliate—by 
Northwest Publications. 


¢ WBML Macon, Ga., is proposing to 
start a combination educational-com- 
mercial tv station in Macon. 

Meeting this month with tie Georgia 
State Board of Education in Atlanta, 
the company said that the state could 
save about $500,000 by relinquishing 
the board’s educational ch. 9 Savannah 
to the operation of ch. 3 there so that 
ch. 3 could be moved to Macon. (Ch. 3 
Savannah is occupied by WSAV-TV.) In 
the WBML plan, commercial interests 
would finance and operate ch. 3, al- 
lowing the board to use it for etv dur- 
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national sales manager. 








Oil's well that ends well ¢ Mr. Bailey (seated), receives congratulations 
from (1 to r) Draper Daniels, Burnett, executive vice president; William 
Joyce, Katz agency; Bob Sullivan, Katz, and Donivan Waldron, KAKE-TV 








Young & Rubicam (whole Grade-A 
Kansas beef); William E. Stauber, C. 
Knox Massey & Assoc. (50 bushels of 


Kansas wheat), and Robert F. Gorby, 
J. Walter Thompson Co. (stock shares in 
Boeing and Cessna Aircraft). 





ing school hours on a cost basis. WBML 
has petitioned the FCC for rulemaking 
to move ch. 3 to Macon. 


e With the advent of Daylight Saving 
Time April 26, Pacific Coast affiliates 
of CBS-TV will push their network 
schedule back one hour to synchronize 
with New York time instead of Chi- 
cago time as before. The new sched- 
ule lines up CBS-TV with ABC-TV 
and NBC-TV to provide the same inter- 
network competition on the Pacific 
Coast as in the East. It will continue 
after the end of daylight time in the 
fall. The change was decided Jan. 15 
at a meeting of CBS-TV western af- 
filiates and network officials. 


@® KEXX San Antonio, Tex., is chang- 
ing its call Feb. 1 to KARS. The Span- 
ish-language station will then be an all- 
English operation. The station is on 
1250 ke with 500 w. 


¢ WATR Waterbury, Conn., an ABC 
affiliate, next month adds affiliation with 
Mutual. 


@¢ WMCT (TV) Memphis, Tenn., has 
arranged with the local Imperial Bowl- 
ing Lanes to telecast bowling matches 
using Bowling Lanes’ own cameras. The 
new 48-lane bowling alley has more 
than $60,000 of General Electric tele- 
vision equipment—reportedly the first 
bowling alley to be so equipped. 


e Rep appointments 


e WPBN-TV Traverse City, Mich., ap- 
points Elisabeth Beckjordan as station 
network and personal representative, 
effective immediately. Mrs. Beckjordan 
also will represent WBDG-TV Cheboy- 
gan, Mich., satellite station of WPBN- 
TV, scheduled to go on air on or about 
March 1. 


@¢ KVKM-TV Monahans, Tex., names 
Clyde Melville Co., Dallas, as its south- 
west area regional representative. Ev- 
erett-McKinney, N.Y., represents sta- 
tion nationally. 


e CKLW Windsor, Ont. (Detroit), ap- 
points Robert E. Eastman & Co., N.Y.. 
as its national representative. 


® KBON Omaha has appointed Mc- 
Gavren-Quinn Corp., N.Y., as its sta- 
tion representative. 


@¢ KREM Spokane, Wash., names Ed- 
ward Petry & Co., N.Y., as its national 
representative. 


® KQDE Renton, Wash., names Forjoe 
& Co., N.Y., as its national representa- 
tive. KQDE operates fulltime on 910 
ke with power of 1 kw. 


e CHLO St. Thomas, Ont., appoint 
Radio & Television Sales Inc., Toronto 


and Montreal, as its station representa 
tive. 
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IKE ASKS $11 MILLION FOR FCC° 


Budgets for VOA, FTC, 


A substantial boost in FCC appro- 
priations for fiscal 1960 is reflected in 
President Eisenhower’s budget recom- 
mendations to Congress, submitted last 
week. A total $11 million was asked 
for the FCC, compared with $9,820,- 
000 estimated for fiscal 1959 ($9,042,- 
000 actually appropriated with an ad- 
ditional $778,000 expected to be added 
by supplemental appropriation to cover 
salary increases to FCC employes in 
fiscal 1959). 

Increases also were asked for the 
U.S. Information Agency from $98,- 
500,000 in fiscal 1959 (plus $3,397,000 
salary increases, or a total $101,897,- 
000) to $106,800,000 in fiscal 1960 
and for the Federal Trade Commission 
from $5,975,000 in 1959 (plus salary 
increases of $540,000 for total $6,515,- 
000) to $6,975,000. The USIA esti- 
mates represent an increase from $18,- 
288,900 (in 1959) for broadcasting 
services (Voice of America—USIA’s 
largest media arm) to $19,051,900 in 
1960 and from $707,600 (in 1959) to 
$1,263,300 for television’ in 1960. 


The presidential recommendation for 
the FCC’s broadcast activities was $2,- 
361,601, compared to an estimated $1,- 
942,055 for the current fiscal year. 
These activities are for regulation of 
an estimated 5,325 broadcast stations, 
both radio and tv, for fiscal 1960, as 
compared to an estimated 5,105 radio 
and tv outlets in the current fiscal year. 
The FCC expects to handle 842 appli- 
cations for new or major changes in 
am facilities, 391 for fm and 319 for 
tv during fiscal 1960. 

The budget statement said the rec- 
ommended FCC appropriation provides 
for an increase in average number of 
employes from an estimated 1,164 dur- 
ing the current fiscal year to 1,301 for 
the 1960 fiscal year, with an average 
salary of $6,906 for the upcoming fiscal 
year. This manpower increase is needed, 
the statement said, -because of the 
growth in workloads coupled with the 
“needed reduction in time lag between 
dates of receipt and dates when appli- 
cations are reached for consideration.” 

More Voice Power @ The USIA will 
expand in Africa and Latin America 
and strengthen tv and other activities 
and will continue the major rebuilding 
of VOA radio facilities begun in 1959 
to improve reception of the Voice’s pro- 
grams abroad, the statement said. 

The President’s statement flatly rec- 
ommended an increase in fees charged 
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spacemen also upped 


by Securities & Exchange Commission 
and generally recommended, in a ma- 
jor proposal, that the cost of federal 
services “which convey special bene- 
fits . . . be recovered through charges 
paid by the beneficiaries rather than 
through taxes on the general public.” 
No direct suggestion was made, how- 
ever, for fees for FCC licensing activi- 
ties. 


Plans for Space ¢ The President 
said the National Aeronautics & Space 
Administration, among other things 
will continue to experiment with the 
use of satellites to serve as relays for 
the intercontinental transmission of 
messages, voice and television. The 
present budget asks $130 million for 
NASA, proposed legislation would add 
$150 million and the President is ask- 
ing obligational authority to bring the 
total to $485 million for fiscal 1960. 


Hill hearing tomorrow: 
federal etv subsidies 


The Senate Commerce Committee be- 
gins a two-day hearing tomorrow (Jan. 
27) on its chairman’s proposal to al- 
locate $1 million to each state for edu- 
cational tv. 


In the House, two slightly different 
versions of the etv proposal were intro- 
duced last week by Reps. Kenneth A. 
Roberts (D-Ala.) (HR 2926) and Mor- 
gan Moulder (D-Mo.) (HR 3043). 


Sen. Warren Magnuson (D-Wash.), 
with the co-sponsorship of Sen. Andrew 
Schoeppel (R-Kan.), introduced the bill 
(S-12) which wili be the subject of 
tomorrow’s hearing. It would grant 
authorized organizations in each state 
federal funds to “establish or improve 
television broadcasting for educational 
purposes.” No state could receive over 
$1 million in grants, which would be 
administered by the Commissioner of 
Education. 


Leadoff witness will be Rep. Stewart 
Udall (D-Ariz.), who introduced HR 
1981, identical to the Magnuson- 
Schoeppel bill. He will be followed 
tomorrow by Comr. T.A.M. Craven; 
John Ivy, executive vice president of 
New York U.; Donald McGannon, 
president of Westinghouse Broadcasting 
Co.; Raymond Hurlbutt, head of the 
Alabama etv three-station network; 
Ralph Steetle, executive director of the 
Joint Council on Educational Tv, and 
Mrs. Edmund G. Campbell, president 


f the Washington, D.C., Educational 
Tv Assn. 

Wednesday witnesses will include 
William Harley, president of the Na- 
tional Assn. of Educational Broad- 
casters; Dr. William Friday, president 
of North Carolina U.; William Brish, 
superintendant of Washington County 
(Maryland) public schools; Richard 
Hall, radio-tv director of Ohio State 
U., and Henry Chadeayne of St. Louis. 

This same bill, introduced in the 
past Congress by Sen. Magnuson, 
passed the Senate without serious op- 
position but died in the House Com- 
merce Committee. 

The Roberts-Moulder proposal would 
require that each state put up matching 
funds for federal funds allocated “in 
the construction” of etv stations. Just 
as in the Senate bill, the most each 
state could receive, for etv construction 
would be $1 million. 

The House bills, however, also would 
give each state $10,000 “to survey the 
need and to develop programs for the 
construction of educational tv facili- 
ties.” 

In introducing his bill, Rep. Roberts 
said lack of sufficient money is the 
reason only 36 etv stations have actually 
gone on the air. He said if the re- 
maining 226 etv reservations are not 
used, “there is a danger of losing them 
to commercial stations.” 

He pointed out that his home state 
of Alabama has a three-station etv net- 
work operating and that other states 
would speed up activity in the field if 
they were given federal assistance. He 
promised to press for quick action by 
the House Commerce Committee, of 
which he is the fourth-ranking majority 
member. 


Tv program license 
asked in N.Y. bill 


A bill to require the licensing of most 
television programs was introduced in 
the New York legislature last week but 
it did not appear to worry television 
legal experts. 

They said it clearly was unconstitu- 
tional under rulings which the U.S. 
Supreme Court had refused to over- 
turn. 


The bill would give the New York 
State Board of Regents the same sort of 
censorship power over most tv pro- 
grams that it now has over motion 
pictures in New York state. It would 
exempt public service programs, tele- 
casts of sports events and newscasts, 
but other programs would have to get 
a license from the Board of Regents at 
a cost of $50 for each half-hour or less. 
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The license fees would be paid by the 
station. 

Assemblyman A. Bruce Manley of 
Fredonia, N.Y., sponsor of the measure, 
charged that tv shows have been dis- 
playing “a disproportionate amount of 
crime, sex, horror, terror, brutality and 
violence” and thus promoting juvenile 
delinquency. 

If enacted and held constitutional, 
the bill presumably would apply to ail 
network television shows originated in 
New York as well as all local programs 
in that state. 

But authorities on radio-tv law cited 
legal precedents against such a measure. 
Specifically they called attention to the 
Pennsylvania State Board of Censors’ 
attempt in 1949 to censor motion pic- 
tures used on television. The move was 
contested by a group of Pennsylvania 
television stations. A federal district 
judge ruled the board’s would-be regu- 
lation was invalid and this ruling was 
unanimously upheld by three judges of 
a circuit court of appeals. 

The appeals court held that FCC is 
the regulatory body for radio-tv: “It 
is clear that Congress has occupied 
fully the field of television regulation 
and that that field is no longer open 
to the states. Congress possessed the 
constitutional authority to effect this 
result. . . . It follows that the Com- 
monwealth of Pennsylvania cannot 
censor the films used on the programs 
of the plaintiffs’ stations” (BROADCAST- 
ING, Sept. 11, 1950). 

Television lawyers also reported that 
this decision was finally appealed to 
the U.S. Supreme Court, which refused 
to review it. 


Sen. Gore introduces 
elections reform bill 


An elections reform bill, which also 
would restrict the “equal time” pro- 
visions of the Communications Act to 
eliminate its application to candidates 
for presidential or vice presidential 
nomination or election if they or their 
parties do not have substantial popular 
support, was introduced last week by 
Sen. Albert Gore (D-Tenn.). 

Candidates in general elections for 
the offices of President and vice presi- 
dent, to qualify for time equal to their 
opponents on radio and tv stations, 
would have to be (1) nominees of a 
party which received at least 4% of 
total popular or electoral votes, or 
(2) supported by petitions represent- 
ing at least 1% of total votes cast in 
the preceding election. 

Candidates for nomination by a po- 
litical party, to qualify under the equal 
time provisions, would have to be 
(1) the incumbent of a federal or state- 
wide elective office, (2) the nominee 
for President or vice president at a 
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Ghost still walks 


Ch. | has not been in the com- 
mercial tv spectrum since 1947 
but the unavailable space still is 
floating around in Congress. 

Rep. George Miller (D-Calif.) 
has re-introduced a bill (HR 1592) 
granting Willard L. Gleeson $2.,- 
265,995 damages as a result of 
the loss of ch. 1. The measure 
first was proposed in the 83rd 
Congress. Mr. Gleeson had been 
assigned the facility for KARO 
(TV) Riverside, Calif., and was 
left without a channel when the 
FCC removed ch. | from the 
civilian allocations table. Rep. 
Miller also introduced H Res 119 
calling for HR 1592 to be refer- 
red to the Court of Claims. 











prior convention of his party or (3) be 
supported by petitions signed by 200,- 
000 persons or 1% of the total popular 
vote in the preceding election. This 
section would weed out insubstantial 
candidates for nomination by the major 
parties. Stations, of course, could be 
expected not to provide time for any 
candidates for nomination by smaller, 
splinter and minority parties. 


Overseer body sought 


A bill supported by the American 
Bar Assn. which would creaie an office 
to coordinate and direct administrative 
practices and procedures conducted by 
federal agencies was introduced last 
week by Sen. Thomas C. Hennings Jr. 
(D-Mo.). Sen. Hennings, who intro- 
duced a similar bill in the 85th Con- 
gress, said his measure (S 600) would 
establish an Office of Federal Admini- 
strative Practice, an independent agency 
which would centralize coordination of 
procedure and practice matters, provide 
a force of hearing commissioners (ap- 
pointed initially from among hearing 
examiners of the various agencies and 
continuing to conduct cases within 
their present agencies), provide a legal 
career service for attorneys in govern- 
ment and impose standards of conduct 
for lawyers and others who practice be- 
fore federal agencies. Sen. Alexander 
Wiley (R-Wis.) co-sponsored the bill. 


Senate sports bill 


A bill which would grant “certain 
antitrust exemptions” to professional 
baseball, football, basketball and hockey 
—including permission by baseball 
clubs to black out telecasts in areas 
where local minor league teams are 
playing—was introduced last week by 
Sens. Thomas C. Hennings Jr. (D-Mo.), 





Kenneth Keating (R-N.Y.) and Everett 
Dirksen (R-IIl.). 

The bill is similar to measures intro- 
duced in the House the week before 
(BROADCASTING, Jan. 19). “This biil,” 
said Sen. Hennings, “is not a broad, 
blanket antitrust exemption. It exempts 
only those practices which have be- 
come, not only common in professional 
sports, but vital and necessary because 
of the unique problems facing them.” 
Sen. Hennings said the tv clause in the 
bill “makes it possible for major league 
baseball teams to control their telecasts 
so that they are not telecasting into a 
minor league team’s area on the day 
the minor league is playing.” 

Sen. Philip A. Hart (D-Mich.) re- 
cently resigned as a director in the 
organization that runs the Detroit Lions 
professional football team, explaining 
he wants to avoid any possible conflict 
of interest issue in the Senate contro- 
versy he expects to arise from _ the 
sports antitrust legislative issue. 


Sen. Carroll sees 
vhf booster backing 


Congress was urged to go on record 
as opposing the FCC’s recent ban on 
vhf booster stations by Sen. John A. 
Carroll (D-Colo.) last week. He pre- 
dicted solid support by western senators 
for a resolution he intends to sponsor in 
an effort to initiate an investigation of 
the FCC action of Dec. 31, 1958. 

Two other western senators, Gordon 
Allott (R-Colo.) and Mike Mansfield 
(D-Mont.), have criticized the FCC ac- 
tion (BROADCASTING, Jan. 19). The vhf 
booster problem was discussed in an 
organizational caucus Jan. 16 by a 
group of 19 senators representing 12 
western states. 


Sen. Carroll charged last week that 
the FCC “delayed taking any action for 
many years until a vast number of re- 
peater or booster stations had been es- 
tablished.” Then it ordered booster op- 
erators to cease in 90 days, he said. 
“We can’t throw back progress in that 
arbitrary fashion without some showing 
that this low-cost tv is detrimental,” he 
added. 


Embattled western television booster 
operators—and their elected officials— 
were scheduled to hold a roundup in 
Denver Friday as a rally to fight the 
FCC’s latest ruling on the controversial 
unlicensed booster situation. 

Answering the call of Colorado Gov. 
Stephen L.R. McNichols, a host of 
western state officials, legislators and 
booster operators, planned to meet over 
the weekend to formulate battle plans 
to promote continuance of booster 
operations. 


FCC Chairman John C. Doerfer 
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flew to Denver last Thursday. He was 
accompanied by FCC Chief Engineer 
Edward W. Allen Jr. 

Nicholas Zapple, Senate Commerce 
Committee communications specialist, 
represented committee chairman Sen. 
Warren G. Magnuson (D-Wash.). 

The FCC has ordered all unlicensed 
boosters to cease operating within 90 
days or convert to translator operation 
(BROADCASTING, Jan. 15). It threatened 
legal action against any new boosters. 
The action was taken on a petition by 
Gov. McNichols asking for reconsidera- 
tion of the Commission’s June 1957 
order which rejected proposals to au- 
thorize on-channel vhf boosters. These 
repeaters grew up in the wide-open 
spaces of the Northwest to serve isolated 
communities unable to receive regular 
tv signals. The boosters pick up tv 
channels and re-radiate them into valley 
hamlets and towns. There are almost 
a thousand, it is estimated, operating 
without benefit of FCC license. The 
Commission’s attitude toward boosters 
was opposed by Comr. T.A.M. Craven. 
Mr. Craven said he feels the devices 
should be authorized with reasonable 
technical regulations to prevent inter- 
ference to other services. 


Labor petitions Hill 


~on foreign production 


The Hollywood AFL Film Council 
last week commended Rep. Frank 
Thompson (D-N.J.) for introducing a 
bill calling for an investigation of 
foreign-produced movies and sound 
tracks and at the same time asked that 
the inquiry be expanded to include tv 
films produced overseas. 

Rep. Thompson’s measure, HR 2441. 
would authorize an investigation by the 
House Ways & Means Committee of 
the film practice with “particular atten- 
tion” given to tax advantages gained 
and effect on employment of American 
artists and musicians. The bill, referred 
to the Ways & Means Committee, also 
would reduce the tax on admissions to 
live musical performances. 

Also last week, Rep. A. Paul Kitchin 
(D-N.C.) introduced a bill (HR 2776) 
repealing the excise tax on communi- 
cations ard Sen. William Langer (R- 
N.D.) introduced S592 repealing the 
tax on radio-tv sets, communications 
and other items. Both were referred to 
Ways & Means. 

Rep. Thomas G. Abernethy (D-Miss.) 
has re-introduced a bill (HR 311) which 
would exempt small-market radio-tv 
stations from provisions of the Fair 
Labor Standards Act. Rep. Abernethy 
sponsored the same bill, which removes 
the maximum hours provisions of the 
act, in the 85th Congress. The bill 
went to the Committee on Education 
& Labor for action. 
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FTC tells Continental 
wax won’t stand wear 


Continental Wax Corp., Mt. Vernon, 
N.Y., a tv advertiser in 20 eastern mar- 
kets has been charged by the Federal 
Trade Commission with misrepresenta- 
tion. A hearing is scheduled for March 
16 in Washington. 

The FTC declared that the company’s 











U. S. Broadcast Checking Corp., N.Y. 


Six Month Wax . . . guaranteed. 


products will not last for the six months 
the firm claims in radio-tv and print 
advertising. A typical tv spot cited in 
the FTC complaints depicts the “dura- 
bility” of Continental Six Month Floor 
Wax as “proved” in a classroom, where 
“thousands of footsteps” couldn’t de- 
stroy the six-month protection of the 
wax. 

Lee Hall, Continental president, last 
week termed the FTC complaint “un- 
founded.” He stated that Continental's 
claims will be supported with “authori- 
tative research data from independent 
science laboratories.” 


Moving day at FCC 


The FCC is shifting a number of its 
offices in Washington’s Post Office 
Building in a move initiated by the 
Postmaster General. Chairman John C. 
Doerfer will move to the seventh floor 
directly above the sixth floor offices, oc- 
cupying odd-numbered rooms 7105 to 
7121. Comrs. Rosel H. Hyde and Rob- 
ert T. Bartley also move upstairs, Comr. 
Hyde to odd numbers 7307 to 7317 and 
Comr. Bartley to odd numbers 7405 to 
7415. 

Comr. Doerfer displaces the Com- 


mon Carrier Bureau’s telephone div. - 
sion, which moves to the 2200 corrider 
on the second floor. Comrs. Hyde and 
Bartley displace part of the Broadcast 
Bureau, which in turn will occupy about 
20 rooms occupied by the Chief Engi- 
neer’s Office in the 7500 corridor on the 
seventh floor. The Chief Engineer’s of- 
fice in turn moves to the 2200 corridor 
on the second floor. 

The Post Office Dept. thus acquires 
all of the 6200 and most of the 6100 
corridor on the sixth floor. The moves 
are expected to be completed by the 
beginning of March. 


Dirksen, Langer bring 
first anti-pay tv bills 


Senate Minority Leader Everett Dirk- 
sen (R-Ill.) and Sen. William Langer 
(R-N.D.) Tuesday (Jan. 20) introduced 
the new Senate’s first anti-pay measure. 
The bill, S 591, would prohibit toll tv 
until the FCC has authorized the con- 
troversial video method and also tells 
the FCC it cannot approve pay tv until 
and unless Congress gives specific au- 
thorization. 

Sen. Langer authored a similar bill 
in the 85th Congress. In introducing the 
new measure, he called attention to a 
poll he conducted of residents of Bart- 
lesville, Okla., while that city had a 
wired-pay system in operation. Over 
1,900 of the Oklahomans were against 
pay tv and only 163 for, he said. 

The senator disclosed that last month 
he wrote a letter to all other members 
of Congress seeking their support of the 
anti-pay tv measure. He also entered in 
the Congressional Record liberal 
quotes on pay tv polls from the BRoap- 
CASTING issues Of Nov. 11 and 4, 1957. 
The bill was referred to the Commerce 
Committee. 

Four bills against pay tv have been 
introduced in the House this session. 


FCC has discretion 
to stay grant—court 


A three-judge appeals court last 
week told the FCC it has discretion 
as to whether or not a final station 
grant should or should not be stayed 
pending the outcome of a protest hear- 
ing. 

In doing so, the court apparently re 
versed a _ 15-year-old _judicially-im- 
posed rule. 

Involved is a 500 w, daytime grant 
(1390 kc) in Tomah, Wis. (pop., 5,000 
according to the 1950 census). The 
grantee, Tomah-Mauston Broadcast- 
ing Co., received its unopposed permit 
last October. A protest was filed by 
WRDB Reedsburg, Wis., claiming elec- 
trical interference. 

The Commission, under Sec. 316 of 
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the Communications Act, stayed the ef- 
fectiveness of its grant to Tomah-Maus- 
ton, and set the protest down for hear- 
ing. Tomah-Mauston went to court, 
charging that the FCC erred in stating 
it has no discretion on whether or not 
to stay the grant. The grantee claimed 
that Sec. 309(c) as amended in 1956, 
specifically gave the FCC discretion as 
to whether or not to stay a grant pend- 
ing a hearing on a protest. 

The order issued last week by U.S. 
Circuit Judges E. Barrett Prettyman, 
David L. Bazelon and George Thomas 
Washington told the FCC that it has 
discretion whether or not to stop the 
construction of the new Tomah station, 
notwithstanding the provisions of Sec. 
316 or of the 1943 “KOA case.” The 
court held then that where a station is 
likely to suffer interference, that is con- 
sidered a modification of its license and 
therefore a stay against the new grant 
is imperative. 


On the SEC record 


The following stock transactions by 
officers and directors in the radio-tv and 
allied fields have been filed with the Se- 
curity & Exchange Commission. Com- 
mon stock is involved, unless otherwise 
indicated. 

Admiral Corp.—Carl E. Lantz dis- 
‘posed of the 112 capital shares he held. 

Avco Manufacturing Corp.—James 
D. Shouse purchased 7,500 shares for 
11,550 total; Frank S. Larson acquired 
2,000 shares giving him 2,500. 

Assoc. Motion Picture Industries— 
Albert W. Lind purchased 100 shares, 
giving him 3,100. 

CBS Inc.—Louis Cowan purchased 
800 shares of Class A, raising his 
ownership to 900. 

Columbia Pictures Corp. — Fico 
Corp., which has several common offi- 
cers-directors with Columbia, purchased 
4,100 shares for 45,458 total. 

Allen B. DuMont Labs—Eugene J. 
Tanner disposed of his 100 shares of 
5% cumulative convertible preferred 
stock. 

Emerson—Harvey Tullo purchased 
3,000 shares of capital stock, sold 
1,000, leaving him with 5,209; Harold 
Goldberg retained 810 shares of the 
same type through buying 810 shares 
and selling 500. 

General Electric—Samuel Littlejohn 
purchased 5,370 shares for total owner- 
ship of 5,940; William C. Wichman 
acquired 1,695 shares giving him 5,971 
total; George L. Haller sold 400 shares 
leaving him with 100. 

Hoffman Electronics—I. J. Kaar 
purchased 1,000 shares, his only stock 
in firm; Bruce L. Birchard sold 200 
shares in October, purchased the same 
number in November leaving him 200. 

Loew’s Inc.—Joseph Tomlinson pur- 
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chased 16,900 shares raising his total 
ownership to 150,000. 

Minnesota Mining & Manufacturing 
—John G. Ordway (through trust) sold 
16,800 shares leaving trust with 1,643,- 
768; Clarence B. Sampair purchased 
7,048 shares for total ownership of 
9,240; Maynard H. Patterson purchased 
200 shares giving him 410, plus an 
additional 98 shares owned jointly with 
wife. 

National Airlines Inc.—Alexander G. 
Hardy increased his holdings to 2,375 
shares by purchasing 1,100. 

National Telefilm Assoc.—Harold 
Goldman in June 1958 purchased, and 
then sold, 1,000 shares leaving him with 
40,125; B. Jonny Graff in August 1958 
purchased 1,000 shares, later sold the 
same number in October leaving him 
with 3,200; Burt Kleiner purchased 
5,000 shares for total ownership of 
150,000. 

Republic Pictures Corp.—Victor M. 
Carter acquired 35,837 shares for total 
ownership of 98,337; Ernest A. Hall 
sold 4,000 shares leaving him with 
9,700. 





Skiatron Electronics & Tv Inc.— 
Arthur Levey sold 31,900 shares (26,- 
900 in private transactions) leaving him 
with 252,931. 


Sylvania Electric Products Inc.—W. 
Benton Harrison acquired 924 shares 
for total ownership of 1,258; Walter R. 
Seibert purchased 792 shares giving 
him 991; Arthur L. Milk sold 300 
shares leaving him with 338. 


20th Century-Fox Film Corp.— 
James A. Van Fleet sold 200 shares 
leaving him with 300. 


Walt Disney Productions-—Orbin V. 
Melton sold the 100 shares he owned 
in firm. 


Westinghouse Electric Corp.—John 
A. Hutcheson purchased 100 shares for 
557 total; Leslie E. Lynde acquired 300 
shares giving him total of 2,653; Reese 
H. Taylor bought 100 shares raising 
his total to 500; John F. Myers sold 
500 shares leaving him with 544. 


Zenith Radio Corp.—Eugene M. 
Kinney acquired 744 shares raising his 
total to 1,062. 





e Government Notes 


e The FCC last week formally de- 
cided to allow the Boston Globe to in- 
tervene in the re-opened ch. 5 tv case, 
but only on the issue of whether any 
Commission member should have dis- 
qualified himself from voting in the 
original grant to the Boston Herald 
Traveler (WHDH Inc.), a Globe com- 
petitor. The Commission had previously 
made this decision on a tentative basis 
(BROADCASTING, Jan. 19). 


© A court order has been issued for 
interested parties to appear at the Cir- 
cuit Court in Lansing, Mich., Wednes- 
day (Jan. 27) to show cause why the 
account of the receiver of Inland Broad- 
casting Co. should not be approved and 
the receiver discharged. Inland Broad- 
casting, now in the process of dissolu- 
tion, was the permittee of ch. 54 
WTOM-TV Lansing, which has been 
off the air for the past two years. 


e The FCC last week granted a con- 
struction permit for ch. 10 Presque 
Isle, Me., to WLBZ Television Inc. 
Mrs. Adeline Rines, owner, also owns 
WLBZ-AM-TV Bangor, WRDO Augus- 
ta and WCSH-AM-TV Portland, all 
Maine. 


e An FCC hearing examiner last week 
granted the joint petition of L.E.U. 
Broadcasting Co., The Jet Broadcast- 
ing Co. and WERC Broadcasting Corp., 
all of Erie, Pa., for dismissal without 
prejudice of their separate applications 
for ch. 66 Erie. The FCC on Dec. 22, 


1958, refused to deintermix Erie, thus 
making it “economically unsound” for 
any of the three applicants for ch. 66, 
in their opinion, to continue considera- 
tion of another uhf facility there. Two 
operating Erie stations are ch. 12 
WICU-TV and ch. 35 WSEE (TV). 


e The FCC last week advised ch. 13 
KSOO-TV Sioux Falls, S.D., that un- 
less it requests a hearing within 30 
days, its application for additional time 
to construct will be dismissed and its 
construction permit cancelled. A hear- 
ing is necessary also, said the FCC, for 
the KSOO-TV application for equip- 
ment, power and transmitter site 
changes. 


e Two regional stations, WPEN Phila- 
delphia and WERE Cleveland, have 
requested the FCC to amend its rules 
to enable regionals to increase their 
current 5 kw power limitation up to 
25 kw. WPEN stated that such an 
amendment is “. . . urgently needed 
to allow existing and proposed stations 
located in large metropolitan districts 
. . . to provide primary service” to their 
entire districts. 


e The FCC has directed preparation of 
a document looking toward the revoca- 
tion of the construction permit of ch. 4 
KAKJ (TV) Reno, Nev. The Commis- 
sion’s move follows an initial decision of 
last March wherein a hearing examiner 
accused the station of “. . . false rep- 
resentations knowingly made.” 
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WMT-TV’s 50.8 over-all share of sets in use is the 
highest ever recorded by ARB in this market. (Nov. 
1-wk.-4-wk. Cedar Rapids — Waterloo.) And: 19 of: 20 
top shows in Dubuque (Nov. 1-wk. ARB) on. WMT-TV. 


WMT-TV, CBS Television for Eastern lowa, represented 
nationally by The Katz Agency, covers over half of 


the tv families in lowa, and dominates three of lowa’s 
six largest cities. 
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GRUSKIN INTO TV PACKAGING 


Ex-talent man has finance formula 
for independents, bypassing bankers 


A new company—and a new way 
of doing business in the packaging of tv 
shows—was launched last week by 
veteran talent representative George 
Gruskin, who left the William Morris 
Agency two weeks ago after 27 years. 
For the last 10 of those years he had 
been co-head of the tv department in 
New York, and before that had been 
based in Hollywood as head of radio- 
tv for the talent agency. 

Mr. Gruskin’s company, George 
Gruskin & Assoc., will offer varied 
services in the talent field, the most im- 
portant involving creative program- 
ming, sales, financing and production ar- 
rangements for independent program 
packagers. It’s the latter two areas which 
involve the most radical departures. 

His plans envision a number of in- 
dependents getting together under the 
umbrella of Gruskin representation to 
effect savings in financing, leasing of 
studio facilities, sharing of writers, pro- 
ducers and directors and mutual as- 
sistance in production. 


According to Mr. Gruskin, conven- 
tional financing arrangements call for 
the producer going to a banker (banks, 
networks, other moneyed sources) for 
the required funds, in return giving the 
banker 50% of the proposed series. 
This 50% breaks down into 25% for 
the pilot, 122% for interim financing 
of the series and 1242% for deficit 
financing and completion guarantee. 
Mr. Gruskin’s arrangement is said to 
allow independents to cut that financing 
from 50% to 18% %. 

Of the resultant 3144 % saving, 10% 
would go into a holding company 
owned by all the various independents 
working under the Gruskin umbrella. 
Each would therefore have an interest 
in aiding the others, as 10% of the 
profits of all would go into this com- 
mon fund. The money pool thus created 
would be used to arrange for studio 
facilities and similar items (at a saving 
over deals the independents might ar- 
range separately) and also be invested 
in suitable projects. 

The other 21% % of the saving would 
be used to lure big-name creative tal- 
ent into the projects. These people 
(working producers, head writers and 
directors) would participate on a part- 
nership basis. 

Method to Be Utilized ¢ How does 
Mr. Gruskin intend to arrange the 
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saving in financing? By preselling an 
anthology series, comprised of new 
pilots, to a sponsor. 

For example, one of the pilots might 
cost $60,000. Under conventional ar- 
rangements all that money would have 
come from a banker. Under Mr. Grus- 
kin’s plan a sponsor would pay, say, 
$45,000 for the pilot, leaving only 
$15,000 to be financed. 

How do you persuade the sponsor to 
put up this money in advance? By show- 
ing him the actual scripts by top peo- 
ple, the cast he can get for the show, 
the important names working on it and 
so forth. 

Actually, Mr. Gruskin says, many 
sponsors did this up until several years 
ago, when some of the larger firms in- 
volved suggested they go back to the 
radio system—not paying until 10 days 
after broadcast. The financing costs 
that went to banks for this money were 
deducted from program budgets, cut- 
ting into the quality of the shows. Mr. 
Gruskin says that under his system the 
sponsor—while not paying less in actual 
dollars for the program—will be getting 
his full money’s worth rather than pay- 
ing interest on money somebody else has 
borrowed. 

Mr. Gruskin says he has about 30 
properties already in the works, most of 
them already represented by agents like 
William Morris. He says he will not 
be in competition with these agents, but 
rather, will assist them with properties 
already under their respective roofs. 
Among the clients are Harlequin Pro- 





Gruskin: sees way to hurdle tv money barrier 


ductions (Jerry Stagg, Phil Shuken, and 
Johnny Greene), Hawk Producticns 
(Jim Heneghan, John Wayne and 
George Kellner), Sol Lesser Co. and a 
joint venture of Sol Lesser Co. and the 
Sidney Box Division of J. Arthur Rank, 
England. 

Gruskin’s Track Record ¢ Among 
the talent and programs Mr. Grus- 
kin has developed and _ represented 
with William Morris are the late Bob 
Burns, Joan Davis, The Life of Riley, 
Groucho Marx, Gale Storm, Burns & 
Allen, Garry Moore, Amos 'n’ Andy, 
People’s Choice and Duffy’s Tavern. 

Mr. Gruskin said his concept was 
both alike and different from that of 
United Artists in the motion picture 
field. Alike in that he encourages name 
stars to form their own production 
firms, different in that where UA put 
up the financing for those efforts, his 
job will be to arrange financing from 
the sponsors. 

He said he was not against the “big 
company” concept, but felt that present- 
day financing arrangements—favorable 
to those with bigger bankrolls—were 
making it difficult for the independent 
star and creator to get started. 

Among the properties he’s working on 
initially are three far eastern series 
(Files of the Tokyo Police, International 
Affair and Richard Tregaskis’ Hong 
Kong Diary.) Under his set-up, each 
would help the other—as when a Hong 
Kong episode needs footage produced in 
Tokyo, and vice versa. 

Mr. Gruskin’s offices will be set up 
initially in Hollywood and New York, 
and later in London and Tokyo as well 
as other cities in the United States. 


Radio-BMI talks begin 
on station licenses 


Informal, preliminary discussions of 
new radio station music licenses from 
Broadcast Music Inc. were held Thurs- 
day (Jan. 22) by representatives of the 
All-Industry Radio Music License 
Committee and officials of BMI. More 
detailed talks are planned today (Jan. 
26). The subject is terms for licenses 
to replace those that expire in March. 
BMI is expected to offer five-year re- 
newals of the present contracts, which 
call for fees on a sliding scale up to 
1.2% of net time sales (BROADCASTING, 
Jan. 19). 

No further developments were re- 
ported in the All-Industry Committee s 
stalled negotiations for new ASCA” 
licenses, which appeared headed fer 
court. 
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Christophers cite 35 
in tv with medallions 


The 1958 Christopher tv awards for 
“having used their God-given talent in 
a constructive way . . . to inform, in- 
spire and entertain,” were presented 
Jan. 11 to 35 producers, directors, and 
writers by the Christophers. Cited with 
the bronze medallion inscribed with the 
Christopher motto: “Better to light one 
candle than curse the darkness” were 
the following: 


Producer-director Bob Banner, musi- 
cal director Harry Zimmerman, writers 
Bob Wells, Johnny Bradford, Arnold 
Peyser (Jan. 12, 1958 NBC-TV Dinah 
Shore Chevy Show); producer David 
Susskind, director -Robert Mulligan, 
writer Ludi Claire (Jan. 21, 1958 CBS- 
TV Dupont Show of the Month, 
“Bridge of San Luis Rey”); producer- 
director David Lowe, writer Lu Hazam 
(Jan. 23, 1958 NBC-TV Smith, Kline & 
French Labs-sponsored MD Interna- 
tional); executive producer Mildred 
Freed Alberg, producer-director George 
Schaefer, tv writer James Costigan 
(March 12, 1958 NBC-TV Hallmark 
Hall of Fame, “Little Moon of Al- 
ban”); producer Alvin Cooperman, di- 
rector Richard Morris, writer Jean Hol- 
loway (Sept. 12 NBC-TV Shirley Tem- 
_ple Storybook, “The Wild Swans”). 

Also: producer Lowell Thomas Jr., 
director Jean Philipe Carson, writers 
Prosper Buranelli and Mr. Thomas 
(Oct. 8 CBS-TV High Adventure with 
Lowell Thomas, “Alaska”); producer 
Jacqueline Babbin, executive producer 
Robert Costello, director William Cor- 
rigan, writer Jerome Coopersmith (Nov. 
26 CBS-TV Armstrong Circle Theatre 
“SSN 571 Nautilus”); executive pro- 
ducer John Green, producer Bert Shev- 
elove, director Dick Feldman, music 
director Paul Weston (Nov. 30 ABC- 
TV Art Carney Meets Peter and the 
Wolf); producer Burton (Bud) Ben- 
jamin, writer Norman Borisoff, film edi- 
tor Robert Collinson, composer Paul 
Creston (Dec. 14 CBS-TV The Twen- 
tieth Century, “Revolt in Hungary”); 
and producer Fred Heider, director 
Dick Dunlap, writers Harold Flender 
and David Gregory (Dec. 22 ABC-TV 
Firestone Hour). 


SDX nominations due 


A deadline of Feb. 1 has been set by 
Sigma Delta Chi, (Professional Journal- 
ism Fraternity), for nominations for 
its 1959 distinguished service awards 
in journalism. 

Bronze medallions and plaques will 
be offered for excellence in 15 fields, 
including radio or tv newswriting, radio 
reporting, tv reporting, and public serv- 
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ice in both radio and television jour- 
nalism. 

The awards will cover the period Jan. 
1 through Dec. 31, 1958, and all, ex- 
cept those for public service, are of- 
fered to individuals (members and non- 


members) on the basis of work pub- | 


lished or broadcast in the U. S. 


Nomination forms may be obtained 
from the director of the Sigma Delta 


Chi Distinguished Service Awards in | 
Journalism, 35 E. Wacker Drive, Chi- | 


cago |, Ill. 


Barry, Enright, Noah 
retain jury immunity 


Jack Barry and Dan Enright, pro- 
ducers of the former Twenty-One quiz 
on NBC-TYV, last week declined to sign 
waivers of immunity for prosecution be- 
fore a grand jury probing quizzes in 
New York. An associate producer Rob- 
ert Noah, also refused to sign the 
waiver. 


They were called to testify on alleged | 
fixing on the program. Both Mr. Barry | 
and Mr. Enright had denied any con- | 


testants had received answers in ad- 
vance. The program went off the air in 
October because of a ratings decline. A 


producer on the show, Albert Freed- | 
man, who was indicted by the special | 
grand jury, awaits trial and is on $1,500 
bail on two counts of perjury. The in- | 
dictment was based on his testimony | 
denying he supplied questions and an- | 


swers to at least two contestants. 
After the trio declared immunity. 


the jury panel excused them and did | 
not schedule a further appearance. Ac- | 


cording to the district attorney’s office, 
they had been asked to appear as coop- 
erative witnesses not as defendants. 


CBS-TV, military pact 


Agreement between CBS-TV and the 
Office of Armed Forces Information & 
Education will permit the Dept. of 
Defense to record for rebroadcast net- 
work tv shows on armed forces tv sta- 


tions and the sound portion on armed | 


forces radio outlets. 


In CBS-TV President Louis G. 


Cowan’s announcement last week de- | 


tailing the pact, the network was pointed 
up as the first “outside party” to per- 
mit such recording for the armed 
forces. It supplements CBS-TV’s former 
service to military tv stations that 
made available station-return prints for 
overseas rebroadcast. In the new serv- 
ice, all direct commercial messages 
must be deleted by the government. 
The military is not permitted to broad- 
cast the show in any area that has 
population in the coverage area of a 
commercial tv station. 


: 6706 Santa Monica Bivd. 


- Professional Motion Picture 


Hollywood, Calif. 
























How about 
ALASKA? 


How will your message come 
through in those faraway spots§” 
beyond the suburbs? An ivory§ 
tower is a sure road to nowherel— 
Pre-testing becomes more ant 
more vital as costs grow. 2 











And film makes pre-testini 
easy ...lets you use impartig 
audiences where and when you 
want... lets you test to your 
heart's content . . . economicallyfy 


Actually, film does three things) 
for you... 3 big important things: 


1. Gives you the high-poli 
commercials you've come 
' expect... fluff-free.. . sure, 


2. Gives you coverage wi 
full pre-test opportunities. — 









































3. Retains residual values. 


















For more information write: 
Motion Picture Film Department # 
EASTMAN KODAK COMPANY 

Rochester 4, N.Y. 
East Coast Division 


342 Madison Ave. 
New York 17, N.Y. 


Midwest Division 
130 East Randoiph Drive 
Chicago 1, Ill. 


West Coast Division 













































































Hollywood 38, Calif. 
or 
W. J. German, Inc. 


Agents for the saie and 
distribution of Eastman 

























Films. Fort Lee, N.J.; 
Chicago, Iil.; 











Always shoot it on EASTMAN FILM... You'll be glad you did! 





MANIE’S FRIENDS 


Stars to turn out for 
NBC tribute to Sacks 


For 90 minutes on NBC-TV’s March 
3, Manie Sacks once more will be 
linked with top tv entertainment. 

Perhaps few people did more to sup- 
ply the mortar in the buildup of tv 
as a mass entertainment medium than 
did the legendary Emanuel Sacks, NBC- 
TV talent - programming executive, 
whose death from leukemia at 56, nearly 
a year ago (Feb. 9) saddened scores of 
stars whose careers he helped. 

Liggett & Myers Tobacco Co. (Ches- 
terfield) will sponsor a special memor- 
ial tribute, Some of Manie’s Friends, 
over the network on March 3, 8-9:30 
p.m. Chesterfield’s agency is McCann- 
Erickson, New York. 

A number of top stars will appear 
on the program, among them, Edgar 
Bergen, Sid Caesar, Rosemary Clooney, 
Nat (King) Cole, Perry Como, Eddie 
Fisher, Harry James, Betty Grable, 
Tony Martin, Dinah Shore, Frank Sin- 
atra, Kay Starr, and Jane Wyman. The 
special will be produced by Bob Finkel 
for L&M and McCann-Erickson. 

Work for Scale e All stars on the 
‘program, as well as the producer,. di- 
rectors, writers, conductors and others 
were guided and tutored by the 
late network and recording executive 
(RCA Victor records). In 1955 Mr. 
Sacks established the Emanuel Sacks 
Foundation to finance research in blood 
Giseases at the Albert Einstein Medical 
Center. As part of the tribute, all peo- 
ple on the show will work at minimum 
union scale making it possible for Lig- 
gett & Myers to donate in excess of 
$200,000, which is a guaranteed mini- 
mum, to the foundation. In addition to 
the talent fees being turned back, it was 
reported the network may channel some 
of the time charges into the fund. 

Plans for the program were an- 





Yesteryear horseplay: Sinatra feeds Manie 
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nounced last week by C. Terence Clyne, 
senior vice president for tv-radio cor- 
porate services at McCann-Erickson. 
He emphasized that the telecast would 
not be a “fund-raising tv telethon.” 
(During his lifetime, Mr. Sacks and 
most of his friends made substantial 
contributions to the foundation.) 

The program and turnout of stars 
was inspired by Mr. Clyne, who also is 
credited with handling arrangements 
with Chesterfield, the network and with 
the talent. Liggett & Myers will pre- 
empt the 30-minute Colgate slot for 
the show at 9 p.m. as the regular 8-9 
period is sponsored by the tobacco firm 
(alternately with RCA). 


NCAA sets Feb. 3 
for tv plan airing 


The National Collegiate Athletic 
Assn. announced last week that its 1959 
Television Committee will hold a hear- 
ing Feb. 3 in the Conrad Hilton Hotel 
in Chicago to get suggestions on a 
1959 tv plan from networks, advertising 
agencies and other interested groups, in- 
cluding a subscription television organi- 
zation. 

A spokesman for NCAA said Thurs- 
day (Jan. 22) that an invitation to the 
hearing was sent to Skiatron Tv, devel- 
oper of a subscription television system. 
During the 53rd annual convention of 
NCAA in Cincinnati earlier this month, 
delegates heard that Skiatron represent- 
atives were prepared to meet with the 
1959 Television committee and submit 
a proposal for a specific area of the 
country. 

Officials of Skiatron were not avail- 
able for comment. 

After listening to proposals from all 
interested parties, the tv committee will 
formulate a plan for 1959 and submit 
it to the membership for approval in a 
mail referendum. In recent years, 
NCAA has adopted a so-called “lim- 
ited” tv plan, in order to stimulate at- 
tendance at football games not telecast 
or sold out. The 1958 NCAA schedule 
was carried on NBC-TV under the 
sponsorship of the Sunbeam Corp., Gulf 
Oil Corp., Bayuk Cigars Inc. and Lib- 
bey-Owens-Ford Glass Co. 


Compete, urges BFA 


Formation of a Broadcasting Foun- 
dation of America advisory committee 
to encourage U.S. radio-tv broadcasters 
to submit programs to international 
competitions has been announced by 
BFA. 

A foundation spokesman said that in 
the past, few commercial broadcasters 
have entered such competitions as Prix 
Italia or Cannes Festival. Therefore 
America has not been satisfactorily 


» Ames merchants. 





ety 


Case for classics 


KASI Ames, Iowa, has found a 
key to tap its local campus mar- 
ket: classical music. 


The station’s area is divided in 
two: about 10,000 of the city’s 
population are Iowa State College 
students and KASI’s problem has 
been to reach this group. A survey 
made by the station showed that 
more than 85% of the students had 
a taste for symphonic music. This 
led to the birth of Background, a 
whole Sunday afternoon of orches- 
tral programming. 

The format was a sellout, with 20 
local advertisers signed until June. 
Success of the format can be gauged 
by the reaction KASI staffers get as 
they distribute the printed program 
of pieces to be played on the week’s 
Background to sponsoring stores: 
“Background is the most successful 
advertising we’ve done,” the Ames 
Hardware & Music Store com- 
mented. “ . About the cheapest 
money I’ve ever spent to get them 
[students] into my store,” is another 
typical reaction from sponsoring 




















represented abroad. Committeemen are 
Edward Stanley of NBC, chairman; 
John Daly, ABC; Harold Fellows, 
NAB; irving Gitlin, CBS; Carl Haver- 
lin, BMI; Romney Wheeler, U.S. Infor- 
mation Agency, and John White, Edu- 
cational Radio & Television Center. 

Further information may be obtained 
from BFA, 342 Madison Ave., New 
York 17. 








N.Y. cherche la femme 


New York politicians and police un- 
successfully sought names and facts 
from CBS Radio, Ed Murrow, et al., 
after last week’s broadcast of the net- 
work’s report on prostitution in business 
(BROADCASTING, Jan. 19). They were 
spurred on by some newspapers’ banner 
headlines on the broadcast, and press 
statements that the issue was the “most 
important matter facing the police to- 
day.” 

Mayor Wagner’s office issued a state- 
ment the day after the broadcast say- 
ing that he was shocked to hear that 
such a condition existed, but that if it 
did, his administration would go after 
it. District Attorney Frank Hogan and 
First Deputy Police Commissioner Ken- . 
nedy both sought to get the names of a 
program participants from CBS and “ 
Mr. Murrow, but failing in that, set up . 
a special phone and encouraged anyone ~ 
with evidence to let them know. ; 
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“NITE-WATCH...1IS ONE OF THE BEST 
INVESTMENTS WE HAVE EVER MADE...” 


SAYS TED NELSON OF KFEQ-AM AND KFEQ-TV 
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The new Gates Nite-Watch Automatic programming system provides up to 
72 hours of continuous programming. Three basic requirements are supplied 
as a complete package with Nite-Watch: (1) production console, (2) tape 
control unit (a top grade tape recorder/playback mechanism of advanced 
professional design), and (3) the 100 record (up to 200 plays, both sides) 
45 RPM automatic cueing transcription changer. This transcription unit may 
be operated, when not automatically programming, as a Gates Auto-Trans 
by purchasing an inexpensive remote control operations box. All 45 RPM 
records may then be pushbutton started with assured automatic cue-up. 
Write today for 8-page brochure describing each outstanding feature 
of this new automatic programming system—yours for the asking. 
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Negative and Positive... 


So that your records will be more accurate, we thought we should point out that 


SEVENTH-DAY ADVENTISTS should not be confused with other groups. 


Seventh-day Adventists ARE NOT 


Jehovah’s Witnesses, who hold meetings in Yankee Stadium, are earnest workers 
with the Watchtower. 


Latter-day Saints, who have the beautiful temple at Salt Lake City and the famed 
tabernacle choir. 


Christian Scientists, who publish the respected Christian Science Monitor. 


Seventh-day Adventists | ARE 


A conservative, Christian church of Protestant origins, best known for: 


1. Worldwide education, missions, and philanthropic programs—more than 5,000 
schools, at work in 185 lands. 


2. Hospitals (102) in many countries, medical service in remote and needy areas. 
Civil defense, rescue activities. Service to all without distinctions of race or 
creed. 


3. A definite health-education program. Contributing to a better life now, pre- 
senting a Christian message of hope based on the promised return of Christ— 
at a time unknown to man, but relatively near. 


For a free, leatherette-bound, tab-indexed INFORMATION FILE on the Seventh-day 
Adventist Church, write: 


Seventh-day Adventist 
Information Services 





* 
WORLD HEADQUARTERS: NEW YORK OFFICE: 
Washington 12, D. C. 227 W. 46th Street 
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THE NATION'S MOST SUCCESSFUL REGIONAL NETWORK 


MNDACT " /oaen Affiliate 


P WITH THE Twin Falls, Idaho 


heaiaee is NUMBER ONE* 
MOUNTAIN In the Fabulous Magic Valley | 
N ETWORK * Pulse—Feb., 1958 


DENVER . CONTACT YOUR AVERY-KNODEL MAN 
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‘IMAGE RUSSIA’ 


NBC Radio series 
documents Soviet life 


An intra-mural joke making the 
round at NBC last Wednesday went 
something like this: “Well, if we can’t 
give them sex, we'll at least give them 
Russia.” 

The quip was an obvious reference to 
the highly-controversial and well-pub- 
licized documentary on sex on CBS 
Radio last Monday (Jan. 19), which 
preceded by a day the launching of 


| NBC Radio’s exhaustive examination of 


a perhaps more prosaic—but certainly 
equally significant subject — the Soviet 
Union. 

Over the next four weeks, the net- 


/ work will present at least 30 hours of 


programming, exploring various phases 
of life in the Soviet Union. The pro- 
gram, titled Image Russia (Mon.-Thurs., 
8:35-10 p.m.) is one of three or four 
extensive radio documentaries planned 
by NBC Radio during 1959. 

Albert L. Capstaff, director of NBC 
Radio network programs and executive 
producer of the series, last week told 
BROADCASTING that planning for the 
series began more than three months 


| ago when a special staff was assembled 


for Image from other departments of 
NBC Radio. It consists of Mr. Capstaff 
and Peter Lassally, director; Alice Wal- 
lace and Bill Bales, writers; Doreen 


| Chu, feature coordinator and Lily Weil- 


er, research associate. 


In the Past Three Months e The staff 
so far has interviewed more than 500 in- 
dividuals in order to amass information 
on specific areas of Soviet life and to 
obtain tapes of well-known persons to 
be used on the program series. The staff, 
Mr. Capstaff said, has tracked down 


| rare recordings of many Soviet leaders, 
| including Lenin and Stalin. An authen- 


tic audio background, including the ac- 
tual sounds of traffic in Moscow, a 
beach party at a Soviet resort, the cir- 


| cus and the Bolshoi Ballet, will be inte- 
| grated into the programs. 


Mr. Capstaff noted that the under- 
taking is not a modest one, financially 
speaking. He estimated that the budget 
would run about $10,000 per week 
(this does not cover the activities of 


| NBC News department abroad or its 


public affairs department in behalf of 


| Image Russia). Above and beyond this, 


Mr. Capstaff pointed out, NBC Radio 
stands to lose about 25% of the com- 
mercial time on Nightline, which Image 
Russia pre-empts. The remainder of 
Nightline advertising will be shifted to 
other time periods or carried in station- 
break time on Image Russia, which is 
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not being offered for sale to stations. 

The staff encountered the “usual” 
difficulties in obtaining tapes for the 
program, according to Mr. Capstaff. 
Though the project has the cooperation 
of such broadcasting agencies as the 
United States Information Agency, Ra- 
dio Free Europe and Radio Liberation, 
more than 75% of the tapes for the 
series will be “fresh and never before 
heard on radio,” the executive producer 
emphasized. Among the voices to be 
heard will be those of Soviet Ambassa- 
dor Mikhail Menshikov; industrialist 
Cyrus Eaton; Mrs. Eleanor Roosevelt; 
newspapermen Harrison Salisbury and 
Eddy Gilmore; John Gates, former edi- 
tor of the Daily Worker, and many 
others. 

The program’s format makes use of 
commentator-columnist Bob Considine 
in the role of an “authenticator.” As the 
various program participants make com- 
ments or unleash charges, it is Mr. Con- 
sidine’s function as “authenticator” to 
“see that the various opinions and in- 
formation presented are given their 
proper perspective, regardless of the 
reputation of the persons making the 
statements.” 

Mr. Capstaff observed that Image is 
a flexible series and the last quarter- 
hour segment of each program will be 
kept “open” for possible news develop- 
ments relevant to the series. He added 
that Image may run more than the four 
weeks planned, if circumstances dictate 
an extension. 


BoBS REA SHANE 


Here are the next 10 days of network color 
shows (all times are EST): 


NBC-TV 


Jan. 26-30, Feb. 2-4 (2-2:30 p.m.) Truth 
or Consequences, participating sponsors. 

Jan. 26-30, Feb. 2-4 (2:30-3 p.m.) Haggis 
Baggis, participating sponsors. 

Jan. 26 (7:30-8:30 p.m.) Bell System 
Science Series, Bell Telephone through N. W. 
Ayer. 

Jan. 26, Feb. 2 (10-10:30 p.m.) Arthur 
Murray Party, P. Lorillard through Lennen & 
Newell 

Jan. 27 (8-9 p.m.) George Gobel Show, RCA 
Whirlpool through Kenyon & Eckhardt. 

Jan. 28, Feb. 4 (8:30-9 p.m.) Price Is Right, 
Speidel through Norman, Craig & Kummel and 
Lever through J. Walter Thompson. 

Jan. 28, Feb. 4 (9-9:30 p.m.) Milton Berle, 
Kraft through J. Walter Thompson. 

Jan. 28 (10-11 p.m.) An Evening With Fred 
Astaire, Chrysler through Leo Burnett. 

Jan. 29 (9:30-10 p.m.) Ford Show, Ford 
Motors through J. Walter Thompson. 

Jan. 29 (10:30-11 p.m.) Masquerade Party, 
P. Lorillard through Lennen & Newell. 

Jan. 30 (8-9 p.m.) Ellery Queen, RCA 
through Kenyon & Eckhardt. 

Jan. 31 (8-9 p.m.) Perry Como Show, par- 
ticipating sponsors. 

Feb. 1 (7:30-8 p.m.) Music Shop With 
Buddy Bregman, sustaining. 

Feb. 1 (8-9 p.m.) Steve Allen Show, Polaroid 
through Doyle Dane Bernbach, Greyhound 
through Grey and du Pont through BBDO. 








Basic CBS In Rochester! 


Rochester. N. Y.s Newest D.J. 




















Until recently, 
King of the 
American 
Forces 
Network 
In 
Europe! 


NOW 
On 


WHEC! 


JACK 
FRIEL 


He wowed ’em in Munich! He 
thrilled ‘em in Paris! He was a sen- 
sation at the Brussels World’s Fair! 
Now he brings his vast talents and 
winning personality to WHEC for 
the delight of listeners and sponsors 
alike! Every weekday... 


3:05 to 6:00 P.M. 








a (9-10 p.m.) Chevy Show, Chevrolet REPRESENTATIVES: EVERETT McKINNEY, INC. 
through Campbell-Ewald. 
Feb. 3 (8-9 p.m.) Eddie Fisher Show, Lig- NEW YORK «+ CHICAGO « LOS ANGELES + SAN FRANCISCO 


gett & Myers through McCann-Erickson. 
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NTA announces profit 
as stockholders meet 


The net profit of National Telefilm 
Assoc., New York, for the first fiscal 
quarter ended last Oct. 31 amounted to 
$1,364,887, equal to $1.24 per share, 
Ely A. Landau, board chairman, told 
the company’s annual stockholders 
meeting in New York. 

Mr. Landau noted significantly that 
the profit included a capital gain of 
$1,144,756 net applicable expenses and 
taxes, equal to $1.04 per share, result- 
ing from the sale of NTA’s contract to 
purchase Associated Artists Produc- 
tion’s stock. Net operating income for 
the quarter amounted to $220,131, or 
20 cents per share, as compared with net 
Operating income of $269,577, or 26 
cents per share, in the previous fiscal 
quarter. 

Oliver A. Unger, NTA president, 
told stockholders that the company has 
acquired a group of 39 British-pro- 
duced pictures for release to tv in the 
U.S. He said the majority of the films 
were produced after 1948. Included in 
the group are “Last Holiday,” with Alec 
Guiness; “No Place for Jennifer,” with 
Leo Genn; “Laughter in Paradise,” with 
Alistair Sim; “So Little Time,” with 
Maria Schell and “Angels One Five,” 
with Jack Hawkins. 


Telestar Absorbed 


Bernard L. Schubert Inc., New York, 
which has produced filmed tv programs 
for distribution by Telestar Films Inc., 
New York, will now release films to 
stations and advertisers under the 
Schubert name. 


Bernard L. Schubert, president of 
both companies, reported last week 
that Schubert Inc. has absorbed Tele- 
star Films with the purchase of all 
Telestar shares. Branch offices and per- 
sonnel of Telestar, he said, have been 
placed under the supervision of Schu- 
bert Inc. and an election of officers and 
directors will be held shortly. 

Mr. Schubert said that his company 
is in the midst of an expansion program, 
having established a branch office re- 
cently in Mexico. Schubert already has 
representatives in England, Venezuela, 
Canada and Australia. By March, he 
added, Schubert Inc. will be distributing 
78 new half-hour tv films and a new 
package of 26 post-1948 feature films. 
In May, Schubert will release a new 
half-hour tv series, Counterspy. 


Ready-to-air opinion 


Formation of a new service to supply 
daily editorials for radio and television 
stations is being announced today by 
William F. Brooks and A. Maxwell 








Cartoon contract @ Synchro-Vox, 
a new method of synchronizing 
sound to cartoon characters is 
used in Clutch Cargo, a tv series 
bought for Triangle Stations by 


(c) General Manager’ Roger 
Clipp. With him at the signing 
were (Il) Les Anthony, representa- 
tive for the series’ distributor, 
George Bagnall & Assoc., Bev- 
erly Hills, Calif., and George 
Koehler, station manager, WFIL- 
TV Philadelphia, Triangle oulet. 











Hage. The company is Brooks - 
Services Inc., 252 E. 50th St., 
York 22; telephone Plaza 9-8179. 


The daily editorial scripts will be 
prepared by some 15 correspondents 
of worldwide reputation and will be 
nonpartisan and factual, the announce- 
ment said, adding that the service will 
be “wholly supported by radio and tele- 
vision stations.” It is set to start Feb. 
2, with daily scripts delivered by air 
mail seven days a week, exclusive to 
one station in each city. 


Hage 
New 


Mr. Brooks, chairman of the editorial 
board, was an AP reporter, editor and 
executive for 14 years, executive editor 
of Forbes magazine for two years, and 
NBC news and special events vice 
president for 10 years. Mr. Hage has 
served on the New York Daily News 
and its WPIX (TV) New York, was 
director of special radio services for 
United Press and news editor of both 
NBC and Mutual. 


More space at MGM-TV 


As part of Metro - Goldwyn - Mayer 
plans for increased film production, 
(BROADCASTING, Jan. 19), the studio 
is modernizing Stages 16 and 19 “to 
keep pace with expanded motion pic- 
ture and tv production schedules.” Each 
stage will be divided into two, increas- 
ing MGM’s total available stages from 
25 to 27. Latest equipment will be 
featured. 
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839’ self-supporting tower for 
WBNS-TV, Columbus, Ohio, sup- 
ports RCA TF 12 AH antenna. 
Two outside platforms give easy 
access to microwave equipment. 
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Look as Jong and as hard as you will at this tower—or the Complete final inspection is given every Dresser-Ideco 
hundreds of others by Dresser-Ideco, serving broadcasting tower by a field engineer, who makes certain that erection and 
stations all over the country—and you just won’t be able to equipment installation is carried out in accordance with the 
see that really unique “something” that makes every Dresser- designer’s specifications. Here again, experienced Dresser- 
Ideco tower different from towers of any other make. Ideco tower builders know this final step is necessary to 

But there are many very real differences which add up insure that you get a completely safe and satisfactory tower. 
to a safer tower, with lower maintenance costs than you’ll Just 3 examples... 3 details among many .. . that serve 
find in other towers on the market. to illustrate the careful planning and attention to detail that 
For example: goes into every Dresser-Ideco tower and that serve to illustrate 

Dresser-Ideco uses structural rib bolts for connections why we think you'll agree “it’s good business to buy from an 
throughout each tower. These bolts are specially designed to experienced tower company.” 
stay tight as the tower moves and vibrates in the wind. They So when your new tower is in the offing . . . look to 
won’t work loose as other types of bolts tend to do, won’t experience you can believe in and results you can see. Better 
allow the tower and antenna to slip out of alignment. than 50% of all TV towers over 1,000 feet tall are towers by 

Dresser-Ideco engineers plan the layout for the installa- Dresser-Ideco . . . twice as many as the second tower com- 
tion of broadcast equipment and supply detailed equipment pany’s total... more than all the rest of the tower companies 
installation drawings to the erection contractor. Long-expe- combined. 
rienced Dresser-Ideco tower engineers know this step in the Put Dresser-Ideco’s unparalleled 38-year record of tower 
erection process should not be left to extemporaneous “fitting. experience to work for you . . . write Dresser-Ideco, or contact 
up” on the job. your broadcast equipment representative. 


Radar Towers on the DEW line in northern Alaska—de- 
signed and fabricated by Dresser-ldeco. Keeping pace 
with the rapidly developing needs of radar and microwave 
— helping the broadcast industry meet its expanding 


needs — these are the challenges that keep Dresser- 
Ideco's thinking fresh and ‘“‘alive’’, now and in the years 
ahead. 





Dresser-ideco Company 


Write for this new Dresser-Ideco ONE OF THE DRESSER INDUSTRIES 
Tower Catalog T-57—the first 


Complete broadcast antenna 








76 


FIRST IN HOOPER... 
FIRST.IN PULSE... 
FIRST IN THE 
HEARTS OF 
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LISTENERS... 





(GOVERNMENT) 


GOP may bypass L.A. 
to networks’ dismay 


Republicans last week put off making 
a decision on a site for the GOP na- 
tional presidential nominating conven- 
tion of 1960 until late February or early 
March. 

Meanwhile, the Democrats’ site 
committee meeting in New Orleans, 
announced last week (Jan. 18) that it 
would recommend Los Angeles as a 
site for the Democrats’ convention 
when the national committee meets in 
Washington Feb. 27-28. Although na- 
tional committee approval usually is a 
formality, national committeeman Jacob 
Arvey said he would campaign for his 
hometown, Chicago, as a site. 

GOP National Chairman Meade AIl- 
corn said Tuesday (Jan. 20) during the 
Republican national committee meetinz 
in Des Moines that Republicans will 
decide on a site “independently of what 
the Democrats have done.” He added 
that “the television and radio folks are 
not going to like our decision.” The 
radio-tv networks and other broad- 
casters who will cover the 1960 presi- 
dential conventions have campaigned 
to get both parties to select a common 
site to avoid the confusion and expenses 
of moving men and equipment from one 
city to another for both conventions 
(BROADCASTING, Jan. 19; Dec. 8, 1958). 

Sig Mickelson, vice president in 
charge of CBS News, and William R. 
McAndres, NBC’s vice president for 
news, both made pleas at the Des 
Moines GOP meeting that both parties 
get together to select the same city. 
Cities competing for the GOP choice 
are Chicago, Philadelphia, Los Angeles. 
San Francisco, New York and Miami 
Beach. 

Among reasons the Democrats’ site 
committee selected Los Angeles were 
reported to be a $350,000 cash offer 
plus other features and that city’s new 
sports arena, expected to be completed 
in May, and seating 17,000 it is de- 
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Los Angeles trump: sketch shows where Democrats will make nominating news in 1960. 


scribed as “the Madison Square Gar 
den of the West.” The arena will have 
a floor 300 by 160 feet, a 70-foot ceil 
ing height with no pillars obstructing 
the view, radio-tv and other news facil 
ities and air-conditioning. 

In addressing the GOP group las 





GOP eyes tv series 


The Republican National Com- 
mittee meeting in Des Moines last 
week discussed putting the GOP | 
campaign on a year-round basis 
with a weekly (Sunday) television | 
program which would cost a year- 
ly $800,000 to $1 million. A_ | 
monthly magazine also was con- 
sidered. 

Chairman Meade Alcorn said 
GOP leaders already had dis- 
cussed such a program. It was 
presented to the full national com- 
mittee Thursday (Jan. 22). He 
said President Eisenhower has in- 
dicated he is a favor of such a tv 
program. 

Mr. Alcorn said the program 
would serve as a forum for dis- 
cussion of current issues by such 
GOP leaders as Vice President 
Richard M. Nixon, Cabinet offi- 
cers, Gov. Nelson A. Rockefeller 
of New York and other state chief 
executives. 











week, Mr. Mickelson said he realizes 
the national political committees can’t 
be expected to pick sites on the basis 
of expense to networks alone, but that 
networks feel they can do a better 
coverage job if both conventions are 
held in the same city. If both groups 
do select different cities, Mr. Mickelson 
said, then the networks will ask that 
they schedule their respective conven- 
tions to allow a two-week period for the 
networks to complete their move of men 
and equipment from one city to an- 
other. 
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PHILCO TV Microw 


Provides Maximum System Reliability 
for Unattended TV Relaying! 


Here is a completely modern microwave system . . . especially designed 
to meet the needs of community TV operators for thoroughly 
dependable operation. 


Philco television microwave systems provide economical trans- 
mission of NTSC compatible color or monochrome TV signals... 
plus full audio... for relaying “‘off-the-air’’ television programs 
over both short and long distances with excellent picture quality 
and reliable performance. 


Only Philco’s TLR microwave system provides true multihop 
operation for extremely long hauls. Heterodyne relay equipment .. . 
a true repeater . . . contains advanced circuitry exclusive with Philco. 
This true repeater has been field proven in systems up to 15 hops. 


All components of the TLR system mount in standard 19’’ racks. 
Heavy duty power supplies provide 1 full watt output to insure 
outstanding unattended service. Unitized circuit construction simpli- 
fies maintenance. Built-in test, metering and alarm circuits combine 
with automatic stand-by to assure continuous operation. 


Performance satisfaction of your Philco microwave system is 
assured by Philco’s thorough, personal service available on a turnkey 
basis, which includes... site surveys, system planning, complete 
installation and preventive maintenance. 


Philco engineers will be happy to help you with your particular 
microwave requirements. Please contact us for further information. 
Look ahead . .. and you'll choose Philco. 


At Philco, opportunities are unlimited in electronic and mechanical research and engineering. 


PHILCO 
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Highly reliable, unat- 
tended one-watt oper- 
ation 


Field proven in ex- 
tended multihop ap- 
plications 


True repeater permits 
top quality, long haul 
operation 


Highest power in the 
industry 


Full voice channel 
multiplexing 


Philco offers complete 
turnkey service ... 
surveys .. . installa- 
tion .. . maintenance 





TLR-6 TRANSMITTER 


Write for cata- 
log sheets which 
describe the 
Philco TV 
Microwave 
System. 


Government & Industrial Division 
Philadelphia 44, Pennsylvania 


In Canada: Philco Corporation of Canada Limited, Don Mills, Ontario 
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Look who's advertising on TV now! 


‘Local businessmen — most of whom never could afford spot commercials until the advent of Ampex 


Videotape* Recording. For tape cuts. production costs to ribbons — brings “live local” spots within the 
reach of almost everyone. 


"Scheduling to reach selected audiences is much easier too. Commercials can be pre-recorded at the 
convenience of both station and advertiser, then run in any availability, anytime. 


_ Opening new retail markets and expanding income potentials for stations are just two of many benefits of 
Videotape recording. Write today for the complete story. Learn too how easy it is to acquire a VR-1000 
thirough Ampex purchase or leasing plans. 


CONVERTS TO COLOR ANYTIME © LIVE QUALITY » IMMEDIATE PLAYBACK + PRACTICAL EDITING + TAPES INTERCHANGEABLE + TAPES ERASABLE, REUSABLE » LOWEST OVERALL COST : 


AMPEX 


934 CHARTER STREET, REDWOOD CITY, CALIFORNIA CORPORATION 
Offices in Principal Cities” 














profte sstonal 


products division 





PIM AMPEX CORP. 
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e Program notes 


e Screen Gems Inc., N.Y., reports 
that Rescue 8, half-hour tv film series, 
has been solid in a total of 42 markets, 
with latest sales in Baltimore, Minne- 
apolis, Kansas City and Oklahoma City. 


e MGM-TV, N.Y., has sold Our Gang 
Comedy films to WSB-TV Atlanta, 
KFJZ-TV Fort Worth, KUTV (TV) 
Salt Lake City and KCIX-TV Nampa, 
Idaho; portions of the MGM feature 
library to KRTV (TV) Great Falls, 
Mont.; KSPR-TV Casper, Wyo. and 
KFDM-TV Beaumont, and John Nes- 
bitt’s Passing Parade to KEYT (TV) 
Santa Barbara and WSB-TV Atlanta. 


e Forecast of future events, combining 
a system of speculative analysis with 
present facts and figures, is being offered 
for syndication by Frank Freeman Ra- 
dio Features, Davenport, Iowa. Titled 
Prediction, the daily five-minute series 
ranges from future inventions to the 
fates and fortunes of motion picture 
stars and economic or political events. 
Sample show, rates and brochure are 
available from the company at P. O. 
Box 742, Davenport. 


e Ziv Television Programs, N.Y., an- 
nounces the completion of a group of 
regional sales on its Cisco Kid series, 
covering total of 25 markets. Adver- 
tisers are Dan-Dee pretzels and potato 
chips, Cleveland, for 12 markets in 
the Ohio-Pennsylvania area; Piggly 
Wiggly supermarkets for six North 
Dakota cities and the Eddy Bakeries 
Div., General Baking Co., nine Idaho 
markets. 


e Hal Tate Productions, Chicago, an- 
nounces sale of Who’s Talking tele- 
phone personalities quiz show to WCAE 
Pittsburgh; WBNS Columbus, Ohio; 
WGR Buffalo, N.Y.; WFEC Miami and 
WTTB Vero Beach, both Florida; 
KDTH Dubuque, Iowa; KRUX Phoe- 
nix, Ariz.; KSUE Susanville and KWTC 
Barstow, both California. Tate firm 
supplies stations with voices of over 100 
celebrities used in telephone quiz pro- 
grams conducted by local announcers, 
and has expanded to larger quarters in 
Ogden Bldg., 192 N. Clark St. 


e Fremantle International Inc., N. Y., 
has reported that total sales in De- 
cember 1958 amounted to $218,000, 
said to be a 300% increase over the De- 
cember 1957 figure. Contributing 
heavily to the December sales was the 
52-week purchase by Cervesaria Cuauh- 
temoc (Mexican beer) of three Spanish- 
dubbed series, Have Gun, Will Travel, 
The Whistler and San Francisco Beat. 


e United Artists has been awarded 
$50,819 ($32,819 damages, plus $18,- 
000 attorneys’ fees) in judgment against 
Charles Weintraub and Quality Films 
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over the release of four UA films to tv 
allegedly without authorization, accord- 
ing to ruling of Judge Thurmond Clarke 
of U.S. District Court in Los Angeles. 
Pictures are: “Don’t Trust Your Hus- 
band,” “Cover Up,” “Without Honor” 
and “Almost a Bride” (originally “A 
Kiss for Corliss’). 


e WGN-TV Chicago is offering 6,800 
area school teachers opportunity to 
watch themselves on television during 
courses on reading and language arts— 
thanks to Ampex Corp., videotape re- 
cording facilities. Teachers receive 
instruction from other teachers in 
afternoon tv sessions (with about 20% 
signed up for credit), and are enabled 
to watch Ampex vtr-telecast every 
morning, 8:15-45. Project is joint effort 
of WGN-TV, Chicago board of educa- 
tion and Chicago Teachers College, 
with station donating equivalent of 
$70,000 grant in time charges and pro- 
duction costs over 36-week period. 


e Film-O-Radio Enterprises, Holly- 
wood, announces plans for three tv 
series based on the Bible, music and 
sports. Fifty-two week series of Bible 
stories and 30-minute musical series 
on film will go before the cameras 
shortly as Film-O’s initial tv produc- 
tions, announced President L. Milton 
King. A sports series is in final stages 
of planning, added Mr. King, who has 
named Kroger Babb as general man- 
ager. Miss Chelle Janis has been ap- 
pointed executive assistant and O. L. 
Bosserman, secretary-treasurer. Film-O’s 
address is 6357 Selma; telephone, Hol- 
lywood 4-2194. 


e Twin States Bestg. Inc., licensee of 
WFBM-AM-TV Indianapolis, has ac- 
quired a 10-year franchise with the 
Muzak Corp. to distribute Muzak’s 
planned music service in central In- 
diana. 


e MCA’s Tv Film Syndication Div., 
N.Y., reports the initial sale on its new 
half-hour series, SA 7, to the American 
Tobacco Co. (Lucky Strike cigarettes) , 
N.Y., for 34 rnarkets, largely in the 
eastern part of the U.S. Agency: 
BBDO, N.Y. Series deals with the ac- 
tivities of a special agent in the Dept. 
of Internal Revenue. 


e British Information Services an- 
nounces a new Catalogue of free tv films 
for distribution in the U.S. Most of 
the films are shorts. They deal with 
various cultural, scientific and _histori- 
cal aspects of life in Britain. The serv- 
ice maintains 12 offices in the US. 
with branches in San Juan and Honolu- 
lu. Alaska is served via its Seattle 
bureau. These films supplement BIS 
product now distributed by Sterling 










“We taped a whole sé 
Rambler spots at one time 
local Nash dealers. Accurate 
timed, error-free, easily scheduled 
commercials, with a ‘live’ look at 
less than live cost, impressed 
both client and agency.”’ 


AMPEX 


CORPORATION 
934 CHARTER STREET, REDWOOD CITY, CALIFORNIA 
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Television Cc., 
others. 


Screen Gems, and 


@ Faillace Productions (radio-tv jingles, 
musical backgrounds for commercials), 
N. Y., from 35 E. 35th St., to new 
quarters at 59 E. 54th St. 


e Encyclopaedia Britannica Films Inc., 
Willmette, Ill., appoints Fremantle of 
Canada Ltd. to handle distribution of 
EB films in Canada, effective immedi- 
ately. 


e Jaguar Productions, owned by Alan 
Ladd, and Aaron Spelling’s Caron Pro- 
ductions have joined forces to produce 
two tv series: Box /3, adapted from 
the radio series about a writer and a 
private detective in which Mr. Ladd 
was starred, and a World War II series, 
Third Platoon. Mr. Spelling, executive 
producer of both series, has completed 
a pilot script for Box /3 and is now 
casting it. 


e CBS Newsfilm announces new sub- 
scribers: KDKA-TV Pittsburgh, 
WTEN-TV Albany, WHCT (TV) Hart- 
ford, and two overseas news agencies— 


Telewizja Warszawa, Warsaw, and 
Schweizerische Rundspruch, Zurich, 
Switzerland. 


e A 30-minute film strip showing Albert 
~ Schweitzer and his work has been made 
available by The Albert Schweitzer Fel- 
lowship, 156 Fifth Ave., N.Y. The 
strip, in color, contains 100 pictures 
and is available with commentary for 
$25, and with commentary and a 12” 
two-sided long playing record with re- 
marks by photographer Erica Anderson, 
for $30. 


e Herbert B. Leonard, producer of 
Wilbert Productions’ tv series, Rescue 
8, is offering cash awards to firemen 
around the nation who submit factual 
rescue stories which can be used on his 
adventure series for Screen Gems, 
Hollywood. 


@ WTTW (TV) Chicago, non-commer- 
cial educational station, has gone into 
limited live tv drama production with 
the cooperation of Video-Stage °59, a 
subsidiary of a local theatrical organiza- 
tion. The station and parent Stage °59 
jointly sponsored a national competition 
for new television scripts, three of 
which were selected for local tv produc- 
tion. The first, “Puzzle in the Park” 
written by New York actor-playwright 
Buck Zuckerman (professional name: 
Buck Henry), was to be performed on 
WTTW last Friday (Jan. 23). 


© B&C Recording Inc., Westbury, 
N. Y., has moved into new 12,000 foot 
addition to its plant at 100 Grand 
Street. Addition is designed specifically 
for making of phonograph records. 








Consumer Spending 


An over-all look at the U.S. economy 
and the role advertising and marketing 
must play in order to raise our sights 
for a target of some $330 billion or 
more consumer expenditure by 1960 
was presented Thursday (Jan. 22) to the 
New York chapter of the American 
Marketing Assn. by Dr. Arno H. John- 
son, vice president and senior econo- 
mist, J. Walter Thompson Co. He 
touched on the advertising approach: 


“While both industry and services 
have an opportunity for substantial 
growth in their markets, they face great- 
ly increased competition. With the in- 
creased share of the consumers’ income 
in the form of discretionary spending 
power, competition for the consumers’ 
choice is broadened. It goes beyond 
just brand versus brand or competing 
services within a classification. It will 
include competition between whole 
product classes or with entirely different 
interests and services such as travel. 


“To sell the volume of goods and 
services necessary to support a $700 
billion level of production in 1969 
could well require from $17 billion to 
$22 billion of total advertising — or 
nearly double the present. That would 
represent between 4% to 5% of the 
standard of living, measured by per- 
sonal consumption of $435 billion. 


“In its educational influence adver- 
tising expands total markets as well as 
speeds up the sales and turnover of 
recognized brands. 


“Advertising has become an impor- 
tant stimulus to our expanding stand- 
ard of living, and as a part of increased 
selling and educational effort it can 
play an important role in making pos- 
sible our reaching a goal of a 50% in- 
crease in the standard of living within 
the next ten years. 


“This need for increased advertising 
becomes more apparent with the rapid 
changes in the character of our popula- 
tion—with the changes in age structure, 
education, reading habits, tv and radio 
saturation, and mobility.” 


A prizewinner’s punch 


Dr. Robert M. Hutchins, former 
president of the U. of Chicago and 
now president of The Fund For The 
Republic, warned Wednesday (Jan. 21) 
that U.S. survival hinges on the maxi- 
mum in education. 


Dr. Hutchins spoke at a dinner at 
the Commodore Hotel in New York 
where he received the $1,000 Sidney 
Hillman Foundation award (for mer- 
itorious public service). Twice Dr. 
Hutchins focused on mass media, 


PLAYBACK votes worth Rereatinc 





specifically broadcasting, and cited « 
“failure of the FCC and Congress t 
develop any concept of the public in- 
terest, convenience and necessity.” Hi 
suggestion for media appraisal: 


As automation advances, as 
new sources of energy are applied in 
industry, as the hours of labor decline 
we have the chance to become trul\ 
human by using our new and dis- 
turbing leisure to develop our highest 
human power to the utmost... . 


“A dozen years ago the Commission 





Hutchins: periodic media appraisal needed 


on the Freedom of the Press recom- 
mended the establishment of a con- 
tinuing independent agency, privately 
financed, to appraise and report period- 
ically on the performance of the media. 

“Everything that has happened since, 
and especially the use of the most 
marvelous electronic methods of com- 
munication for the communication of 
triviality, to give it no harder name, 
makes the adoption of this recom- 
mendation more urgent every day... .” 


Know your customers better 


Much waste in advertising can be at- 
tributed to the tendency of advertisers 
to forget their public is not like them 
in income and education, Kevin B. 
Sweeney, RAB president, told the 
Knoxville Ad Club last week. He said: 

“In the world where most advertising 
and sales planning is done we tend of- 
ten to forget that half of the families 
in this country have lower annual in- 
come than the lowest-paid outside sales- 
man we know. We forget that our sec- 
retaries make more money than the 
total family income of over one-third 
of families. 


“We forget that half our prospects 
can’t read well unless you consider the 
reading ability of your sixth grader 
good.” 
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STORIES \ 


One of a series of salutes to successful 
Radio and TV stations across the nation 
...and to the Northwest School graduates 
who have contributed to their success. 


KGU 


HONOLULU, HAWAII 


KGU went on the air on the evening 
of May 11, 1922 as Hawaii’s first 
radio station... the 32nd licensed in , 
the United States. KGU with 10,000 watts 
serves a market area of nearly 600,000 persons 
living on the six populated islands of the 
Hawaiian chain. KGU has been the voice of 
NBC in the Pacific for over a quarter of a cen- 
tury. Owned and operated by the Advertising 
Publishing Company, Ltd., publishers of Hono- 
lulu’s morning daily, KGU has been under the 
same ownership since its founding. In a field 
of ten radio stations KGU ranks first both in 
income and sponsors served. 











GENE GOOD 











WILLIAM O. PAINE, VICE PRESIDENT & MANAGER 


William O. Paine, Vice President & Mana- 
ger, had this to say about Gene Good, a 
Northwest Schools graduate. “Gene has 
proven himself a valuable asset at KGU 
not only in his capacity of Sports Director 
but Gene’s training has been so varied that 
he is able to step in and capably handle any 
assignment whether it’s broadcasting from 
the atom-powered Nautilus over 300 feet 
below the ocean’s surface or breaking the 
sound barrier at 40,000 feet in a jet plane. 
In addition to over 250 play-by-play broad- 
casts annually, Gene Good is MC of KGU’s 
famed “Breakfast At Waikiki,” and his 
friendly voice is heard on the offport broad- 
casts from the Lurline and Matsonia greet- 
ing Hawaii’s visitors. Production techniques 
learned at Northwest Schools have enabled 
Gene to serve as Production Co-ordinator 
on the world-wide “Hawaii Calls” broad- 
casts. We at KGU are mighty proud of your 
student, Gene Good.” 


For further information 
on Northwest training and graduates available in your area, write, phone or wire 
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NORTHWEST SCHOOLS 


1221 N.W. 21st Avenue, Portiand 9, Oregon 
Phone CApitol 3-7246 
737 N. Michigan Avenue, Chicago « 6362 Hollywood Bivd., Hollywood 








FATES & FORTUNES 





Advertisers 


e S. WARNER PACH, assistant to pres- 
ident of Gillette Co., elected president 
of Paper-Mate, division of Gillette, suc- 
ceeding R. Nieson Harris, resigned. 
Mr. Harris also resigned as v.p. of 
Gillette, but will continue as member 
of board of directors. 


e ANDREW A. LYNN, 
Chesebrough - Pond’s 
v.p. in charge of do- 
mestic marketing, to 
become president of 
Prince Matchabelli 
Inc., C-P subsidiary, 
effective April 1. Mr. 
Lynn will continue in 
his present duties. 





Mr. Lynn 


e FREDERICK C. HITCHCOCK JR., pre- 
viously director of new products, War- 
ner-Lambert Pharmaceutical Co., to 
Shulton Inc., as assistant to president. 


@ RAYMOND B. GEoRGE, with Philco 
Corp., Phila., since 1936, and v.p.- 
merchandising, named merchandising 
manager-consumer products. 


e J. A. BurGess, 59, manager of indus- 
trial advertising of Gulf Oil Corp., 
‘Pittsburgh, died Jan. 16 in Pittsburgh. 
Mr. Burgess had been with Gulf Oil 
since 1933. 


Agencies 


e EDWIN SONNECKEN, executive v.p. 
and general manager, Market Planning 
Corp., McCann-Erickson subsidiary, 
named president, succeeding GEORGE 
PARK, appointed management service 
director with account responsibilities, 
M-E’s N.Y. office. NEVIN GELMAN, 
manager of central research division, 
MPC, succeeds Mr. Sonnocken. 


e@ JaMES WartrT Jr., for past three years 
member of Young & Rubicam’s account 
management group, Louisville, Ky., 
named v.p. and account supervisor. 


e TERRELL VAN INGEN, formerly on 
sales staff of Saturday Evening Post, 
to Erwin Wasey, Ruthrauff & Ryan, 
N.Y., as v.p. and member of new 
business development committee, 
EWR&R eastern division. 


e WILLIAM D. Lewis, account execu- 
tive, Geyer, Morey, Madden & Ballard, 
Detroit, elected v.p. 


e TED BREINING, account executive, 
Ben Sackheim Inc., N.Y., elected v.p. 


© CHARLES S. WINSTON Jr., general 
manager of Chicago office of Foote, 
Cone & Belding, elected to board of 
governors of central region, American 
Assn. of Advertising Agencies. He re- 
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places Richard W. Tully, FC&B, trans- 
ferred to agency’s New York office. 


@ THEODORE O. SIMPSON promoted 
from copy supervisor to director of 
newly formed creative-contact depart- 
ment (to service agricultural and indus- 
trial clients) at Gardner Adv. Co., St. 
Louis. JoHN O. ROCHE, copy group su- 
pervisor, named director of copy de- 
partment; JOSEPHINE WALSH, copy 
group supervisor, named associate copy 
director. Mr. Roche succeeds DEAN 
PENNINGTON, now v.p. in charge of ra- 
dio-tv commercials. 


e ARTHUR A. BAILEY, senior v.p., 
Foote, Cone & Belding, L.A., named 
head of agency’s western offices in San 
Francisco, Hollywood and Houston, 
Tex. 


e RANDOLPH T. MCKELVEY, with 
Young & Rubicam since 1944 and most 
recently v.p. and contact supervisor, 
named manager of agency’s Detroit 
office. 


e GORDON HENRY, formerly in media 
department at Compton Adv., Chicago, 
appointed media director of MacFar- 
land, Aveyard & Co., that city. He 
succeeds ALFRED S. TRUDE, resigned to 
join Clinton E. Frank Inc., Chicago. 


e ALAN A. BLOOMFIELD, formerly mar- 
keting analyst at Edward H. Weiss & 








Art for art's sake @ Lester Ron- 
dell, art group supervisor (includ- 
ing tv and print) for Grey Adv., 
New York, staged one-man ex- 
hibit of oil paintings at New 
York’s Petite Galerie, sold 20 out 
of 26 on opening night to per- 
formers Harry Bellafonte, Shelley 
Winters, Buff Cobb and other 
buyers. He also has exhibited at 
Pennsylvania Academy, Carnegie 
Institute, Dayton Art Institute, 
Clearwater Art Museum and in 
other national art shows. 














Co., Chicago, to North Adv. Inc., that 
city, as account director. 


e EDWIN FuNK, account executive, Pau! 
Klemtner & Co., Newark, N. J., elected 
V.p. 


e HuBert R. Sweet, formerly media 
director, Atherton & Currier, N.Y., to 
Doremus & Co., N.Y., as director of 
broadcast media. 


e Maurice J. GARRETT, former man- 
ager of Los Angeles office of Kudner, to 
Los Angeles office of C. J. LaRoche 
& Co. 


e Hat WEINHOLTZ, formerly with 
Young & Rubicam International and 
N. W. Ayer & Son, to McManus, John 
& Adams’ international department, 
N.Y., as business manager and account 
supervisor for consumer products; Nor- 
BERT J. DELVILLE, currently with de- 
partment in executive capacity, pro- 
moted to account supervisor for 
commercial products. 


e MICHAEL ALLEN, formerly with CBS, 
Hollywood, to N. W. Ayer, Hollywood, 
television program department; NICHO- 
LAS I. OrLoFF, formerly copywriter 
with Geyer, Morley, Madden & Ballard, 
to Ayer’s Detroit copy department; 
SANFORD C. REYNOLDS, for past four 
years account supervisor, Gallup & 
Robinson, Princeton, N.J., to Ayer’s 
New York business development staff; 
W. KeITH HAFER, business develop- 
ment, N.Y., to service department, 
Hollywood, as account supervisor; AL- 
WYN W. KNIGHT, in Ayer’s Philadelphia 
copy department, transferred to Hono- 
lulu office to take charge of Hawaiian 
Telephone Co. account. 


e@ WILLIAM WorRSTER promoted from 
media supervisor to media director at 
Erwin Wasey, Ruthrauff & Ryan, L.A. 
Appointment relieves RoGER JOHNSON, 
v.p. in charge of media and research, 
permitting him to devote more time to 
research and broad planning. 


@ SUMNER RULON-MILLER Jr., for- 
merly with Colgate-Palmolive Co., to 
Cunningham & Walsh, S. F., as account 
supervisor. 


e ANDREW C. QUALE, formerly of 
Campbell - Mithun, Minneapolis, to 
Wade Adv., Chicago, as group super- 
visor. 


e RoBERT R. JAcoss, formerly general 
manager at Chicago Squirt Bottling 
Co., to Lilienfeld & Co., Chicago 
agency, as account supervisor. 


e STANLEY COLBERSON, formerly ad- 
vertising manager of Langendorf Bak- 
eries, S.F., to Hoefer, Dieterich & 
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COURT MARTIAL 
_KTTN 


“SCOTCH” BRAND Video Tape 


Many people know how to make magnetic tape for video recording; 
some have even produced it. But only “ScoTcH’”’ BRAND has the 
treasury of research experience, the technical skills and the precise 
manufacturing facilities to deliver a magnetic tape of consistent quality 
that meets the critical demands of video recording. 


Today “ScoTcH” BRAND VR Tape is in frequent and growing use ( 
on every major network for delayed broadcasts and for some origi- 
nations. (Examples are shown above.) Its quality is surprisingly superb 
—undetectable from “‘live’’ telecasts on home receivers. 


Not so surprising, when you think of it, is that the first and only 
successful video recording tape comes from “‘SCOTCH’’ BRAND, pioneers 
of magnetic tapes. for sound recording and instrumentation as well. 


““SCOTCH’’ IS A REGISTERED TRADEMARK OF THE 3M CO., STs PAUL 6, MANN. EXPORT: 99 PARK AVE., NEW YORK 16. CANADA: LONDON, ONTARIO. 
——s 
Miiwmesora [finine ann (ffanuracturine company 4 N 


+++ WHERE RESEARCH IS THE KEY TO TOMORROW Nee 












DYNAMIC ACTION 
FOR THE 
ENTIRE FAMILY! 


Thrilling stories of long-haul 
truckers at home and along 
the highway. 


In a brand-new series that 
brings you heart-in-your 
mouth adventure with 
plenty of heart. 


Created and produced by 
Robert Maxwell, famed 
creator of LASSIE, 
CANNONBALL will ride your 
way with big audiences and 
increased profits. 


INDEPENDENT 
TELEVISION 


CORPORATION 
488 Madison Ave. °N.Y. 22° PLaza 5-2100 
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Brown Inc., San Francisco advertising 
agency, as account executive. 


e Cart M. JENSEN, formerly creative 
director of MacFarland Adv., S.F., to 
BBDO, L.A., as copywriter. 


e RICHARD L. OLANOoFF, formerly radio- 
tv director of Aitkin-Kynett Co., Phila., 
to creative services staff of Feingen- 
baum & Wermen Adv., that city. 


e HERB Grayson, formerly account ex- 
ecutive at Mohr & Eicoff, Chicago 
agency, and director of informational 
services at CBS, Chicago, appointed 
public relations counsel at Klau-Van 
Pietersom-Dunlap Inc., Milwaukee. 


e ALBERT A. KLATT, v.p. and copy 
director at Needham, Louis & Brorby, 
elected president of Chicago Copy- 
writers’ Club. 


e Hav STEBBINS, president of Los An- 
geles agency bearing his name, to re- 
ceive Western States Advertising Agen- 
cies Assn.’s annual award for “out- 
standing contributions to advertising in 
the West.” 


e EsTHER K. SCHWARTZ, previously 
with WFLN Philadelphia, to print 
media department, Feigenbaum & Wer- 
men, that city. 


e Jos—EPH F. MAHAN, with Television 
Bureau of Advertising, N.Y., produc- 
tion staff since last November, promoted 
to assistant to director of production. 


@ DANIEL C. BEATTIE, previously copy- 
writer with Ross Roy Inc., Detroit, 
to Geyer, Morey, Madden & Ballard 
Inc., N.Y., as copy writer. 


e THOMAS E. ARMSTRONG, formerly tv- 
radio account executive, Campbell- 
Ewald, Detroit, to creative staff of 
Fuller & Smith & Ross, Pittsburgh. 


Networks 


e THOMAS M. LUFKIN, program service 
manager, ABC-TV western division, 
has resigned. Program service activities 
are included in dutiés now handled by 
Court McLeop, newly appointed ad- 
ministrative manager, program depart- 
ment, ABC-TV western division. 
(BROADCASTING, Jan. 5). 


e Ear ZEIGLER, assistant manager and 
photo editor, NBC press and publicity, 
Pacific division, named manager. 


@ NORMAN RACUSIN, director of budg- 
ets, pricing and planning for NBC- 
TV, N.Y., appointed director, business 
affairs. 


@ WILLIAM KOBLENZER, formerly direc- 
tor of sales for NTA Film Network 
and director of program sales, NTA, 
to ABC-TV as account executive. 


e Jess OPPENHEIMER, NBC-TV pro- 





gram executive, named as executive pro- 
ducer for 11th annual Academy of Tv 
Arts & Sciences Emmy awards show, 
to be aired over NBC-TV in May. Bos 
HENRY named as producer of Holly- 
wood segment and Jo—E CaTEs named 
for New York part. 


e Marx Logs, segment producer of 
NBC-TV’s Monitor since 1955, named 
producer; NORMAN KAHN, production 
assistant, named director of Sunday 
evening segment; PRISCILLA BLACK- 
STONE, also with production staff since 
1955, named Saturday and Sunday 
supervisor; BURROUGHS H. PRINCE 
continues as managing editor. 


@ OLIVER TREYZ, president of ABC- 
TV, has been named chairman of tele- 
vision committee, and MATTHEW CUL- 
LIGAN, executive v.p., NBC Radio, has 
been appointed chairman of radio com- 
mittee for Brotherhood Week, Feb. 15- 
22, under auspices of National Confer- 
ence of Christians & Jews. 


Stations 


@ ALEX A. COE resigns as manager of 
KITE San Antonio to become co-owner 
with Connie B. Gay (also owner of 
KITE) of WYFE New Orleans. Mr. 
Coe will also serve as v.p. and general 
manager of WYFE. Other KITE ap- 
pointments: Ep WINTON adds duties 
of general manager in addition to 
present post as national sales director, 
and KELLY WoFForRD to station man- 
ager in charge of sales. 


™] e James E. Gotp- 
4 SMITH, formerly sales 
manager of KWK-TV 
(now KMOX-TV) St. 
Louis, appointed di- 
rector of sales of ch. 
1i KCPP (TV) S&. 
sity < Louis, scheduled to 
et begin broadcasting in 
Mr. Goldsmith = carly spring. . 
e Harry EDELMAN resigns as general 
manager of KELP-AM-TV El Paso, 
Tex. 


e HULBERT TAFT, 81, formerly editor 
and publisher of old Cincinnati Times- 
Star, died Jan. 19 in Indian Hill, Ohio. 
Mr. Taft joined Times-Star as police 
reporter in 1901 and was chairman of 
board when paper was sold to Scripps- 
Howard July 20, 1958. Mr. Taft is 
survived by several children including 
HULBERT TAFT JR., president of Taft 
stations (WKRC-AM-FM-TV Cincin- 
nati and WTVN-AM-TV Columbus, 
both Ohio; WBRC-AM-FM-TV Birm- 
ingham, Ala.; WBIR-AM-FM-TV 
Knoxville, Tenn., and WKYT [TV] 
Lexington, Ky.). 


@ JosEPH E. Calin, president of P.R. 
Mallory & Co. (precision electronic 
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and metallurgical products), Indianap- 
olis, elected to board of directors of 
Gross Telecasting Inc. (WJIM-TV 
Lansing, Mich.). 


tional sales director, 
Kluge Radio, appoint- 
ed general manager of 
WHK-AM-FM Cleve- 


SIMMEN, assigned to 
sales post at WNEW 


Mr. Glascock 


New York. Three stations are owned by. 
Metropolitan Broadcasting Corp. 


e RICHARD L. GRAVEL, local sales man- 


ager of WTAG-AM-FM_ Worcester, | 


Mass., past eight years, promoted to 
national sales manager. HERMAN H. 
KRAMER succeeds Mr. Gravel as local 
sales manager. 


e ALEXANDER P. HUNTER, commercial 
manager of KING-TV Seattle, pro- 
moted to assistant to v.p., broadcast 
division, King _ Broadcasting Co. 
(KING-AM-FM-TV, KGW-AM-TV 
Portland, Ore. KREM-AM-TV 
Spokane). JAMES D. NEIDIGH, national 
sales manager, KING-TV, named sales 
manager. 


¢ KEN WALIGORSKI promoted from di- 
rector to station manager at WISN-TV 
Milwaukee. 


e Harry C. OFFUTT JR. assumes duties 
of president of Trans-Chord, licensee of 
WTCX (FM) St. Petersburg, Fla., 
good-music station scheduled to be- 
gin broadcasting in February. Other 
appointments: Harry Brown, station 
manager; JIM RISER, sales manager, 
and Ray DowELL, program director. 


¢@ JosEPH E. BAUDINO, 
Washington v.p., 
Westinghouse Broad- 
casting Co., elected 


ers Club of Washing- 





tion by board of 
Mr. Baudino 


LEONARD Marks, Washington attorney, 


e Harvey L. Gias- | 
cock, formerly na- | 


land, effective Feb. 1, | 
replacing HENRY W. | 


president, Broadcast- | 
ton, at annual elec- | 


directors Jan. 22. Mr. | 
Baudino succeeds | 


who recently became president of Fed- | 


eral Communications Bar Assn. HAROLD 
E. FELLows, NAB president, ROBERT 
K. RicHaRDs, of Robert K. Richards 
Assoc., and JAMES D. SECREST, execu- 
tive v.p.,. Electronic Industries Assn., 
were re-elected, respectively, chairman, 
v.p. and treasurer of Broadcasters Club. 
CARLETON D. SMITH, v.p. and general 
manager, WRC-AM-FM-TV Washing- 
ton, elected v.p. of club, succeeding 
Mr. Baudino, and Fred HouwiInk, 
general manager, WMAL-AM-FM-TV 


Washington, elected secretary, succeed- | 
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YOU’RE ONLY 


HALF-COVERED 


IN NEBRASKA 








This is Lincoln-Land — KOLN-TV's NCS 
No. 3. Figures show percentages of TV 
homes reached weekly, day or night. 


NO OMAHA STATION COVERS LINCOLN! 


Nebraska has two big markets. One is the 


— _ extreme East. The other is big (66 coun- 
ties), well-to-do Lincoln-Land, containing 
i more than half the buying power of the 
5 entire state! 
520 Three top TV stations are battling for 
$ ratings in the extreme Eastern market 
=20 


(and, naturally, slicing the pie three 
ways). In Lincoln-Land, there are no such 





wOuN-TV “onan SATOH °C goings-on. The NCS #3 map shows clearly 
ARB 1955 1956 1957 1958 that KOLN-TV is the one-and-only station 
Me ARB *ON THE AIR SEPT. ST e 
a..z that covers this wealthy area. 
Sods ( lations 
The Felyer Hlation Ask Avery-Knodel for the facts on 
Witt tA — Glan RAPS sn KOLN-TV — the Official Basic CBS 
'WJEF-FM — GRAND RAPIDS KA! ? 
wart ADR. aca Outlet for South Central Nebraska and 
WMBD RADIO PEORA, WUNOM Northern Kansas. 


KOLN-TV 


CHANNEL 10 © 316,000 WATTS * 1000-FT. TOWER 


COVERS LINCOLN-LAND — NEBRASKA'S OTHER BIG MARKET 
Avery-Knodel, Inc., Exclusive National Representatives 











here is... modern ie-Lelle) 





“We are batting 100% on all presentations so far and think RADIO 
HUCKSTERS will make 1959 a banner year.” Chet Miller, WVPO, 
Stroudsburg, Pa. 


“These extra sales in one week will almost pay for our use of Lang- 
Worth for a year! Chas. Seebeck, WTON, Staunton, Va. 


You get results from Radio—Modern Radio—with RADIO 
HUCKSTERS jingle service. Inquire today! 








LANG WORTH FEATURE PROGRAMS, INC. 
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FOOD FAIR PROPERTIES 
PICKS JACKSONVILLE 





Ralph Biernbaum, 
Vice President and General Manager, 
Food Fair Properties, Inc. 


Food Fair Properties, Ine., has 
picked Jacksonville for a gigantic 
4l-acre shopping area—Philips High- 
way Plaza. The faith of America’s 
largest shopping center developers 
in the State of Florida’s Gateway 
City is exceeded only by the enthusi- 
asm Jacksonville has shown over 
this recent addition to the rapidly 
expanding North Florida economy. 


: a 
# And Jacksonville Picks WFGA-TV i 
#In Jacksonville, Jaxons have picked? 
WFGA-TV, Channel 12 as the bestz 
%zfamily station in the huge $142 billion: 
:North Florida-South Georgia market.: 
# Basic NBC and Selected ABC Pro-: 
a ; 
i Represen nationally by Peters,: 
ffin, Woodward, Inc. 3 
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Channel 12 


Jacksonville, Florida 
COLORFUL STATION 
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OWARD E. STAR 


Brokers and Financial 


Consultants 


Television Stations 
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50 East 58th Street 
New York 22, N. Y. ELdorado 5-0405 
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MEANS BUSINESS 
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In the Radio-TV Publishing Field 
only BROADCASTING is a 
member of Audit Bureau of 
Circulations and Associated 


Business Publications 


























ing BEN Strouse, president, WWDC 
Washington and WMBR Jacksonville, 
Fla., resigned. 


e HAMILTON M. Woop te, formerly 
program director of WOLF Syracuse, 
N.Y., to WSPB Sarasota, Fla., as v.p. 
and general manager. 


e HENRY H. FRANZ, account executive 
of WFBM Indianapolis since 1955, 
promoted to local sales manager, effec- 
tive Feb. 1. 


e ERWIN NEEDLES, formerly sales man- 
ager of WKNB New Britain, Conn., to 
WMaAS Springfield, Mass., as commer- 
cial manager, effective today (Jan. 26). 


e IRvIN G. (MIKE) BOUDREAU, ac- 
count executive with WDRC Hartford, 
Conn., for six years, promoted to local 
commercial manager. SHIRLEY DOBSON 
to WDRC as assistant music librarian. 


e Harry Lapas, commercial manager 
of KBLO Hot Springs, Ark., named 
station manager. 


@¢ Met LEEDS, program director of 
WINS New York, adds similar duties 
of sister station KDAY Santa Monica, 
Calif. JIM HAWTHORNE, KDAY morn- 
ing air personality, moves to afternoon 
slot, replacing Eart McDANIEL, re- 
signed. 


e Epwarp L. Morris, formerly public 
relations director, United Charities, 
appointed director of development at 
WTTW (TV) Chicago, educational 
station, succeeding CHALMERS H. Mar- 
quis JR., named programming director. 


e ALIDA Mesrop, former public rela- 
tions coordinator, NBC-TV’s Tonight 
program, named manager of publicity, 
WPIX (TV) New York. 


e Tom Matrts, formerly news director, 
KELP El Paso, Tex., to same post, 
KBOX Dallas, Tex. 


e AVERY CHENOWETH, formerly art di- 
rector of WMBR-TV (now WJXT 
{[TV]) Jacksonville, to WSAZ-TV 
Huntington, W. Va., as program di- 
rector. 


e RussELL HOFFMAN, formerly pro- 
duction manager of WTXL_ West 
Springfield, Mass., to program director 
of KDUO (FM) Riverside, Calif., 
scheduled to begin broadcasting Feb. 
14, according to Larry Smith, general 
sales manager. Other KDUO appoint- 
ments: BRUCE GRANT, formerly news 
and farm director, WHB-AM-TV 
Kansas City, to similar post; Bos 
Howarp, formerly with sales staff of 
KMLA (FM) Los Angeles, to commer- 
cial manager; Bos Sperry, formerly 
commercial manager, KBCA (FM) 
Beverly Hills, Calif., to sales promotion 
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manager; PATRICIA BENNIE, formerly 
with McGavren-Quinn Corp., L.A., to 
market research director; Don RiDGE- 
LEY, formerly construction engineer cf 
KFMU (FM) Glendale, Calif., to 
chief engineer, and Don CHAMBERS, 
formerly of KGVO Missoula, Mont., 
to announcer. 


@ SHERMAN A. STRICKHOUSER, with 
WICE Providence, R.I., for eight years, 
appointed program manager. 


e CLIFF MICHAELS, formerly assistant 
advertising manager of Nelson Electric 
Mfg. Co., Tulsa, to KAKC, that city, 
as public relations director. 


e BaRRY SHERMAN, formerly manager 
of WSCR Scranton, Pa., to WITH- 
AM-FM Baltimore as operations man- 
ager. 


@ RoBerRT Novak, formerly national 
director of talent and program develop- 
ment of Mutual, appointed assistant 
program manager of KPIX (TV) San 
Francisco, succeeding JoHN HiIGH- 
LANDER, resigned. Dr. David PARKER, 
formerly tv director of NBC, Chicago, 
named KPIX editorial writer, and Frep 
JOSLYN, with station since 1952, to 
education director. 


@ AL DANERI, air personality of KCKC 
San Bernardino, Calif., elevated to pro- 
gram director. 


e Jack G. CARNEGIE, formerly of KLX 
Oakland, Calif., and KCBS-AM-FM 
San Francisco, appointed program di- 
rector of KOFY San Mateo, Calif. 


e ALBERT J. Simon, formerly film di- 
rector of WSAV-TV Savannah, Ga., 
to KSBW-TV Salinas, Calif., in similar 
capacity. 


e FRANK ARVEY, formerly farm service 
director of KWWL Waterloo, Iowa, to 
WOW-AM-TV Omaha, Neb., as as- 
sistant farm director. 


e Dan INGRAM, air personality of 
WNHC-AM-FM New Haven, Conn., 
promoted to director of production de- 
partment. 


e MEREDITH R. PRATT, account execu- 
tive of KNX-AM-FM Los Angeles- 
CBS Radio Pacific Network sales de- 
partment, retires Feb. 1 after 20 years 
with CBS Radio on West Coast. 


@ LANSDELL ANDERSON, formerly ac- 
count executive of BBDO, N.Y., ap- 
pointed regional sales manager of Inter- 
mountain Network, headquartering in 
Salt Lake City, Utah. 


e Put SANFORD, formerly account ex- 
ecutive of WKAT Miami Beach, Fla. 
to WTVJ (TV) Miami in _ similar 
capacity. 
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Representatives 


e Wi J. 
midwest sales man- 
ager, Peters, Griffin, 
Woodward Ince., 
elected v.p. 


TYNAN, 


@ FRANK HUSSEY, ac- 
count executive in 
Chicago office of 
CBS-TV Spot Sales, 





Mr. Tynan 


to New York office in similar capacity. 


e KENNETH R. AT- 
woop, formerly of 
CBS Spot Sales, Chi- 
cago, named branch 
manager of new St. 
Louis office of Robert 
E. Eastman & Co., 
which opened last 
week. 


Mr. Atwood 


e FRANKLIN C. WHEELER Jr., formerly 
account executive for KJBS San Fran- 
cisco, to The Katz Agency tv sales 
staff, San Francisco office. 


Programming 


e JAMES WEATHERS, 
national sales manag- 
er, World Broadcast- 
ing System Inc., N.Y., 
named general man- 
ager, succeeding RICH- 
ARD LAWRENCE, who 
has joined Economee 
Tv, N.Y., as general 
sales manager (BROAD- 
CASTING, Jan. 19). 
ROBERT MONROE, 
World’s representative 
in southwest, named 
western division sales 
manager, S.F. Also 
appointed to sales staff 
4 were JOHN S. Mur- 

a PHY, formerly presi- 
Mr. Lawrence dent and general man- 
ager of WROD Daytona Beach, Fla., 
and Epwarb L. Davis, formerly account 
executive, WFBR Baltimore. 








e Ceci, BLOUNT DE MILLE, 77, Holly- 
wood mogul for 45 years and once pro- 
ducer-narrator of Lux Radio Theatre, 
died Jan. 22, in Hollywood, following a 
heart attack. Mr. De Mille produced 
and directed 70 films, including “The 
Ten Commandments,” which promises 
to be greatest money maker in cinema 
history. He was associated with Lux 
Theatre from June 1, 1936, until Jan. 
22, 1945, when his refusal to pay $1 as- 
sessment levied (improperly, he said) 
by AFRA (now AFTRA) caused his 
loss of union membership, automatically 
barring him from air. 
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e VaN B. PHILLIPS, general sales man- 
ager, Recordak Corp., N.Y., elected 
v.p. of sales and advertising. 


e Marc DANIELS, director of Theatre 
Network Television for four years, ap- 
pointed v.p. in charge of programs. 


e KurT BLUMBERG, 
formerly manager of 
sales administration 
and planning for In- 
dependent Television 
Corp., resigns to join 
United Artists Televi- 
sion Inc., Feb. 1, as 
administrative assist- 
ant to Bruce Eells, ex- 





Mr. Blumberg 
ecutive v.p. of United Artists Television. 
Mr. Blumberg also becomes UA-TV’s 
manager of syndication operations. 


e Kay Norton, consultant with United 
Artists Records since last September, 
named v.p. in charge of administra- 
tion. 


e WILLIAM Froua, formerly producer 
at Screen Gems, to Goodson-Todman 
Productions in Beverly Hills, Calif. as 
head of creative production. 


e FreD RAPHAEL, manager of film com- 
mercial production, J. Walter Thompson 
Co., N.Y., to join Videotape Produc- 
tions of N.Y. in February as manager 
of client relations. 


e GERALD SCHNITZER, formerly head 
of Lawrence-Schnitzer Productions, 
Hollywood, division of Robert Lawr- 
ence Productions Inc., N.Y., transferred 
to New York as executive producer 
for parent company. LEN Levy, former- 
ly with Kling Productions, Chicago, 
named head of Lawrence’s branch of- 
fice in Chicago. 


e WILLIAM A. CorNisH, formerly of 
Official Films, N.Y., as account execu- 
tive, appointed director of national 
sales of Flamingo Telefilm Sales, N.Y. 


e Dick Jacoss, musical director for 
Coral Records, N.Y., to director of 
artists and repertoire. 


@ MELVIN DANHEISER, formerly of 
RKO Radio Pictures, named admin- 
istrative assistant to director of foreign 
distribution and film coordinator of 
National Telefilm Assoc., N.Y. 


e KERWIN COUGHLIN, associated with 


Ruth Burch in Hollywood since 1952, 
has established independent casting 
agency with headquarters at Desilu 
Gower studios, Hollywood. His as- 
sistant will be Pat Rose. Mr. Coughlin 
was previously with MGM casting de- 
partment. 


e@ ALBERT J. COHEN, producer of Ann 
Sothern series at Desilu Productions, 
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POD and 
AAHOEIA 
APOLLO 
Light and Truth 


APOLLO was considered to be “the most 
Greek of all the gods” and even by today’s 
standards, he would be considered quite 
a hunk of man—handsome, sophisticated, 
cultured—but why go on, let’s just say 
he had many excellent characteristics at- 
tributed to him. The Greeks called him 
the God of Light and Truth. Whenever 
the Greeks wanted to know the truth, 
they always went to Apollo’s shrine at 
Delphi, and the oracle there came up with 
the right answer. 


Today’s advertisers and time buyers 
want to know the truth too, so if you are 
in the dark about selecting the best radio 
station in Cincinnati to sell your product, 
let us enlighten you—IT’S WCKY, and 
truthfully, here’s what you get: 


1. Adult audience—73% of WCKY’s 
audience is composed of housewives who 
control the family purse and spend the 
major portion of family income. 

2. 50,000 Watts of Selling Power, cov- 
ering all of the Cincinnati trading area. 


3. Good music and news 24 hours a day. 
4. Air salesmen who sell your product. 


5. A prestige station with progressive 
management. 


ie enasete So don’t go to Apollo’s shrine at 
Delphi, just consult our oracles: Tom 
We ont at WCKY’s New York ofiice, 
or AM Radio Sales in Chicago and the 
West Coast, who will shed some Light on 
your problem and tell you the true story 
about WCKY and its power to sell your 
product. 


A od Of 


roto melolowa’ # mm) 
OF SELLING POWER 





Cincinnati, Ohio 
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Hollywood, has secured his release to 
devote time to developing number of 
tv series. Mr. Cohen will headquarter 
at Samuel Goldwyn Studios. 


e KEN WELDON, formerly midwest rep- 
resentative of Flamingo Telefilm Sales, 
N.Y., to Hollywood Television Service 
as mid-states distributor. 


Equipment & Engineering 


e Harvey TuLLo, v.p. in charge of 
purchasing, Emerson Radio & Phono- 
graph Corp., Jersey City, N.J., assumes 
additional responsibilities as senior 
v.p. in charge of consumer products, 
engineering, manufacturing and pur- 
chasing. Dorman D. IsRAEL, executive 
v.p. and chairman of executive com- 
mittee, will now devote efforts to 
Emerson’s government electronics di- 
vision. 


e CuHaRLEsS L. HuLSwiITt, president and 
director of Orange & Rockland Utilities 
Inc., Nyack, N.Y., elected to board of 
directors of Dynamics Corp. of Ameri- 
ca, N.Y. 


e Dr. LLoyp T. DeVore, formerly gen- 
eral manager of Stewart-Warner Corp.’s 
electronics division, to Hoffman Elec- 
tronics Corp., L.A., as v.p. and direc- 
tor of new research division, Hoffman 
~ Science Center. ‘Center will establish 
temporary quarters in Santa Barbara, 
Calif., pending construction of modern 
research facility. 


@ THomas L. TaGGarT, formerly of 
Douglas Aircraft Co. and treasurer of 
Ampex Corp., Redwood City, Calif., 
past five years, named v.p. and treas- 
urer of Ampex. 


e RicHaRD W. LEE and WILLIAM P. 
HILLIARD named v.p.’s, respectively, of 
engineering and research and admin- 
istration and manufacturing of Gen- 
eral Precision Lab Inc., Pleasantville, 
N.Y., subsidiary of General Precision 
Equipment Corp. Mr. Lee was formerly 
v.p. and director of firm’s avionic en- 
gineering division. Mr. Hilliard con- 
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tinues as president of company’s manu- 
facturing subsidiary, Pleasantville In- 
strument Corp. 


e THomMas H. Moss, 
general sales manager 
of Turacr Ce. 
(makers of micro- 
phones and electronic 
devices), Cedar 
Rapids, Iowa, elected 
v.p. Mr. Moss joined 
Turner in 1952 as as- 
sistant sales manager 


Mr. Moss 


and was named jobber sales manager 
in 1956. 


@ ALEXANDER M. MACLENNAN, 64, re- 
cently retired assistant v.p., public rela- 
tions, International Telephone & Tele- 
graph Corp., died Jan. 19 in Del Ray 
Beach, Fla., following heart attack. 


e LEONARD J. BATTAGLIA, with RCA 
since 1940, named manager, commun- 
ications marketing department. 


e Lewis E. GILLINGHAM, formerly 
marketing manager of RCA Internation- 
al Div., to Altec Co., L.A., as market- 
ing director and advertising manager. 


e W.C. (RED) SCHULTZ, formerly sales 
manager of gas refrigeration division, 
RCA Victor Distributing Corp., L.A., 
appointed national field sales supervi- 
sor of consumer products division, 
Hoffman Electronics Corp., L.A. 


e RICHARD O. BaILey, with Burroughs 
Corp., Detroit, since 1947, appointed 
director of public relations, succeeding 
EpwarD LITTLEJOHN, resigned to join 
Standard Oil Co. of New Jersey in 
public relations department. 


@ KENNETH A. SIMONS, with Jerrold 
Electronics Corp., Phila., since 1951, 
appointed chief engineer and will head 
research and development program. 


e ERNEST LYLE, with Lansdale Tube 
Co., division of Philco Corp., Phila., 
since 1940, appointed technical admin- 
istrative assistant to plant manager. 
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Other Lansdale appointments: Howarp 
STELLER to manager of production anc 
engineering of receiving tube operation. 
and Max WILCox, to chief engineer o 
receiving tube production engineering 
group. 


@ ARTHUR A. SNOWBERGER, formerly 
executive v.p., United Broadcasting Co 
(Richard Eaton stations) who has been 
associated with Page, Creutz, Steel & 
Waldschmitt for last two years, named 
partner in Washington consulting en- 
gineer firm. 


Allied Fields 


e D. GorDON GRAHAM, most recently 
with Edward Gottlieb & Assoc., N.Y.. 
to Creative PR Inc., N.Y. as account 
executive. 


@ GEORGE FRANK, formerly senior ac- 
countant at Klein, Hinds & Finke, N.Y.. 
to Theatre Network Television with 
responsibility for financial, legal and 
administrative matters. 


e CoLIN KEMPNER and JANET SILLEN, 
study directors, Institute for Motiva- 
tional Research, named research co- 
ordinator and director, women’s prod- 
ucts division, respectively. 


¢ GEORGE GRUSKIN resigns from Wil- 
liam Morris agency after association of 
25 years, last decade in national radio 
and tv department. Mr. Gruskin will 
establish offices as consultant in crea- 
tive programming, sales and financing 
of tv and motion pictures. 


@ MarGaret K. MAcCOLL, for past two 
years owner of own public relations 
firm and FRAN RILEY, head of own 
publicity-promotion office have com- 
bined to form MacColl-Riley Assoc., 
(public relations) 232 Madison Ave., 
Murray Hill 8-5982, in New York. 


e Dr. EuGENE R. BERTERMANN, direc- 
tor of overseas operations, Lutheran 
Hour program and ‘president of Na- 
tional Religious Broadcasters, named 
executive director of Lutheran Church- 


Missouri Synod Foundation, effective 
Feb. 15. 


International 


¢ J. ALPHONSE OUIMET, president of 
Canadian Broadcasting Corp., suffered 
heart attack Jan. 18 and was taken to 
hospital where he was reported to be 
“resting comfortably.” Mr. Ouimet’s 
duties were assumed by E. L. Busn- 
NELL, who will attempt to find solution 
to strike of 73 CBC producers, which 
began Dec. 29, 1958. 


e JoHN L. Moore, formerly of CJSP 
Leamington, Ont., to general manager 
of CHLO St. Thomas, Ont. 
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—____EQUIPMENT & ENGINEERING _ 


NAB SPOTS TECHNICAL GROWTH, 


Chicago affair to feature equipment news 


Technical progress and new develop- 
ments in broadcast equipment will be 
demonstrated at the NAB convention, 
to be held March 15-18 at the Conrad 
Hilton Hotel, Chicago. 

Automatic tv programming systems, 
intercity relays, stereo, remote control, 
multiplex, transistors and weather radar 
will be discussed at the Engineering 
Conference, to be held concurrently 
with the Management-Ownership Con- 
ference. 

Contracts for displays of equipment 
in the lower lobby of the hotel utilize 
extra space available since the 1957 
convention at the Conrad Hilton. Space 
totals nearly 19,000 square feet, over 
20% more than the combined equip- 
ment exhibits at the 1958 convention 
in Los Angeles. The 1959 meeting will 
not have a separate sample-room floor 
for programming, film, transcription 
and other service exhibits. 

As of today, here is how the three 
days of events are scheduled: 

The engineering sessions start the 
morning of Monday, March 16, with 
Raymond F. Guy, NBC, presiding. Dr. 
George A. Town, executive director of 
Television Allocations Study Org. will 
review the findings of TASO tests, aided 
by William L. Hughes, lowa State Col- 
lege; Lucien E. Rawls, L. H. Carr & 
Assoc., and Harold C. Towlson, Gen- 
eral Electric Co. 

James B. Thorpe, president of Visual 
Electronics Corp., will explain a build- 
ing-block tv program automation sys- 
tem, and an NBC engineer will describe 
automatic programming at WRC Wash- 
ington. J. Roger Hayden, Dresser- 
Ideco Co., will outline tower and guy- 
wire vibration problems. D. Pederson, 
RCA, will speak on tv antenna im- 
pedance requirements. Orrin W. Tow- 
ner, WHAS-AM-TV Louisville, will 
read a paper on tower lighting and 
marking. 

The inter-city reversible microwave 
relay built by Jefferson Standard Broad- 
casting Co. will be described by M. J. 
Minor, WBTV (TV) Charlotte, N.C. 
Lynn R. Zellmer, General Electric Co., 
will speak on semi-conductor transmit- 
ter plate supplies. 

Emil P. Vincent, ABC, will open the 
Tuesday program with a discussion of 
stereophonic broadcasting and Fred- 
erick Chassey, WFLN Philadelphia, will 
go into stereo mixing problems. Jay 
Blakesley, Gates Radio Co., will review 
spot tape recorder operations. 

Harold L. Kassens, FCC Broadcast 
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Bureau, will analyze FCC’s action on | 
applications for remote control of direc- | 
tional _ stations. Dwight Harkins, 
Harkins Radio, will trace multiplex de- | 
velopments. A paper on transistors by | 
R. N. Hurst and John W. Wentworth, | 
RCA, will be read by Mr. Wentworth. 

Engineering delegates will take part | 
in the Monday and Tuesday manage- 
ment luncheons and the annual FCC- 
industry question- answer forum 
Wednesday morning. At the engineer- | 
ing luncheon Wednesday the first NAB 
Engineering Award will be presented to 
John T. Wilner, Hearst Radio. 

The final technical session Wednes- 
day afternoon will open with a panel | 
on videotape standards and operational 
problems. 
Radio Co., will speak on radar weather- 
casting. Dr. George H. Brown, RCA 
chief engineer, will read a paper on 
simplified methods of array design to 
obtain a desired directive pattern. Her- 
bert R. More, Kleigl Bros., will describe 
a high-power transistor dimmer. 

Film, program, transcription 
other service firms holding NAB asso- 
ciate membership will be assigned hos- 
pitality suites around the hotel. 

Those showing broadcast equipment 
in the convention’s exhibition hall are: 

Adler Electronics; Alford Mfg. Co.; 
Ampex Corp.; Caterpillar Tractor Co.; 
Century Lighting; Collins Radio Co.; 
CONRAC Inc.; Continental Electronics 
Mfg. Co.; Dresser-Ideco Co.; Gates 
Radio Co.; General Electric Co.; Gen- 
eral Electronic Labs.; General Precision 
Lab.; General Radio Co. 

Harwald Co.; Hughey & Phillips; In- 
dustrial Transmitters & Antennas; Kahn 
Research Labs.; Kleigl Bros.; Phelps 
Dodge Copper Products; RCA; Ray- 
theon Mfg. Co.; Schafer Custom Engi- 
neering; Sarkes Tarzian Inc.; 
chrome Mfg. Corp.; TelePrompTer 
Corp.; Telescript-CSP Inc.; Tower Con- 
struction Co.; Utility Tower Co.; Visual 
Electronics Corp.; Minneapolis-Honey- 
well Regulator Co.; Progromatic Broad- 
casting Service; Standard Electronics 
division of Radio Engineering Labs; 
Foto-Video Laboratories. 





Cold tube developed 


The Dept. of Defense announced last 
week development of a cold radio tube 
which is considered the first major 


breakthrough in basic tube design in | 


more than 30 years. The heatless tube 


R. Craig Christie, Collins | 


and | 


Tele- | 


CRASH THE 


DENVER 


MARKET WITH KOSI 


In Denver the influence station is 
KOSI. Because KOSI has listener 
loyalty—and the folks with money 
to spend. They respond to KOSI 
advertisers—and buy merchandise and 
services! No double spotting! 


So contact PETRY about the prize 
Denver buy—that will win sales 
awards for you—KOSI! 10% discount 
when buying KOSI—and KOBY, 


San Francisco! 
For Greenville, 


WGVM. 
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Mid-America Broadcasting Co. 


Mississippi — it’s 








SEEN . 


by more people! 
Nielsen (Spring °58) shows 12.5% 
more TV homes. Refigure your cost 
per thousand! Base it on ratings x 
Nielsen! 

KTBS-TV is seen by more than a 
million people with more than 1.5 
billion dollars to spend in this oil- 
rich four-state market. 

Channel 3 is the only sin- NBC 
you full coverage of this 

rich four-state market. ABC 


gle TV buy that can give 
Ask your Petry man for details 


Y had T¥»p 
: © CHANNEL KTBS-1V 3 
¥ 

yyN Mand” 


E. Newton Wray, Pres. & Gen. Mgr. 
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was developed by the Army Signal Re- 
search & Development Lab, Fort Mon- 
mouth, N.J., and Tung-Sol Electric Inc. 
“In the future radio and tv sets equipped 
with cold tubes may rarely if ever need 
replacements,” the announcement said. 
The tube consists of a tiny nickel cylin- 
der coated with dried milk of magnesia, 
the Army said. It uses less than one- 
tenth the power of a standard radio 
tube and requires no warmup period. 


Dick Tracy in space 


Entire electronic circuits no bigger 
than a cough drop may cut down the 
electronic gear in missiles and space 
satellites to one-tenth their present 
bulky size, RCA President John L. 
Burns said last week. Addressing RCA 
distributors in San Francisco, Mr. Burns 
declared entire assemblies of transistors, 
wiring and other elements have been 
compressed into micromodules. This is 
part of a two-year, $5 million develop- 
ment contract with the U.S. Army Sig- 
nal Corps, he said. Mr. Burns told his 
distributors that electronics sales to busi- 
ness and industry was expected to 
increase by 27% in 1959. 





Advertisement 


“WLCX Kicks Off With CCA” 


In a letter to Mr. Boyd Lawlor, Mid-West 
Sales Manager, of Community Club Serv- 
ices Inc., Mr. Joe Rohrer, President & 
Manager of Radio 
Station WLCX, La 
Crosse, Wisconsin, 
stated the following: 
“We are just getting 
underway with our 
Community Club 
Awards Campaign. 
It looks as if Com- 
munity Club Awards 
will be a big success 
in La Crosse. 

We have heard about 
Community Club 
Awards for several — 
years from other sta- MR. ROHRER 
tion managers, and 

without exception, they give it their recom- 
mendation. It appears to be the answer to 
a radio station’s requirements for a well 
planned promotion and sales campaign 
with a bonus of excellent public relations 
and public service. It should produce some 
happy advertisers. 

Perhaps we should apologize for giving 
you such a workout. You were willing and 
we were eager! An ordinary man has trou- 
ble just keeping up with you. Not that you 
use pressure either, it is just a smooth flow 
of logical facts with all the answers. 

The way it adds up for Community Club 
Awards is to take a good station, a good 
market, mix them up and it should be noth- 
ing but good!” 


ICOMMUNITY CLUB 
AWARDS 


@\ PENTHOUSE SUITE 
=] 527 Madison Avenue 
New York 22, N. Y. 
Phone: PLaza 3-2842 
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Ampex grows up ¢ Ampex Corp., 
the medium-sized Redwood City, 
Calif., electronics firm until 1956 
when it unveiled its videotape re- 
corder at the NAB _ convention, 
moved into the big league last week 
when for the first time it was listed 
on the big board on the New York 
Stock Exchange. 


Opening price was $68 when the 
name went up for the first time last 
Monday. On Thursday it closed at 
$68. 

The common stock of the mag- 
netic tape recorder manufacturer was 





also admitted to trading on the Pa- 
cific Coast Stock Exchange, San 
Francisco. 

Ampex was established in 1946 
with 12: employes. Today the firm 
employs approximately 3,000. There 
are more than 5,200 shareholders of 
its 1.8 million outstanding common 
shares. In its annual report for the 
fiscal year ending April 30, 1958, 
Ampex reported consolidated net 
earnings of $1.54 million. 

Before admission to the New York 
Stock Exchange, Ampex was traded 
over the counter. It sold at $27% 
the day before VTR was first shown 
in April 1956. The stock was split 
2%-for-1 last year, which means 
that a person who bought Ampex 
at the old price in 1956 would now 
have stock valued at $170.25 per 
share. 

On the floor of New York ex- 
change (in picture above) G. Keith 
Funston (1), NYSE president, and 
George I. Long (c), Ampex presi- 
dent, compare ticker tape wtih video 
tape at a ceremony marking the 
first day’s listing on market. With 
them is James C. Kellogg III, Spear, 
Leads & Kellogg, New York stock 
specialists. 








Japan’s radio exports 
to America on increase 


Nearly one million Japanese transis- 
tor radios entered the United States in 
three months last autumn. This 
amounted to one-third of the more than 
2.95 million non-auto radio sets pro- 
duced by American manufacturers in 
the same period. 

Official Dept. of Commerce figures 
show that Japanese radio imports are 
increasing at a fast pace but so far tv 
imports are only a trickle. 

Japanese radio imports by the U:S. 
totaled 1,899,574 receivers (valued at 
$12.8 million) in the first nine months 
of 1958, according to commerce fig- 
ures. This nine-month total more than 
doubles 1957’s figure when 642,334 
Japanese radios (valued at $5.3 million) 
were imported. 

Japan’s electronics industry reported 
production valued at $333 million in 
the first nine months of 1958, 24% 
above the same 1957 period. The com- 
merce study, compiled from reports 
prepared by the American embassy in 
Tokyo, showed that production of con- 
sumer electronic products and semi-con- 
ductors in the first three months of 
1958 exceeded the entire 1957 output. 

Japanese exports of tv receivers and 
chassis rose from 6,116 units (valued 
at $266,800) in 1957, to 10,802 units 


(valued at $632,800) in the first nine 
months of 1958. 

Total production of Japanese radio 
receivers numbered 3,357,100 units 
(valued at $65 million) in the first nine 
months of 1958 compared to 3,685,000 
units (valued at $72 million) in 1957. 


Electronics to add 
over billion—Burns 


The expanding electronics industry 
will continue to flourish in 1959 and 
business is expected to climb from near- 
ly $14 billion in 1958 to “well over” 
$15 billion this year, according to John 
L. Burns, RCA president. In a state- 
ment issued during a Chicago meeting 
of RCA’s consumer products officials 
and distributors, he said the electronics 
industry’s growth is being accelerated 
by “dramatic innovations” in products 
for defense, business, industry and the 
home. He called the consumer prod- 
ucts market “a big one,” and added: 

“It is estimated that factory sales of 
consumer products in 1959 will increase 
by at least 7% over the 1958 volume of 
$1.6 billion. Sales of phonographs and 
tape recorders will be considerably 
higher with the growing shift to hi-fi 
and stereo instruments.” 

Mr. Burns asserted that “color tele- 
vision is ready, color is right, color is 
here.” 
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Wisk washerwomen: quartet of Cypress Gardens Aquamaids 


60: water foams at flip of Johnson outboard switches 









Sea of suds readies ton of laundry for giant hamper (rear) 





DOWN TO THE SEA WITH SUDS 


County Fair, NBC-TV’s daytime 
stunt show (Mon.-Fri., 4:30-5 p.m.), 
does things in a big way, as witness the 
“world’s largest washing machine” 
episode broadcast Jan. 12. 


The idea was that a couple who had 
won a week’s series of contests on the 
show were to be flown from New York 
to Cypress Gardens, Fla., to wash a ton 
of laundry in an outdoor swimming 
pool. The cleaning agent: Wisk liquid 
detergent, a sponsor on the show. 


The pictures show what was involved: 
the Cypress Gardens pool, built in the 
shape of the state of Florida and con- 
taining 80,000 gallons of water; four 
Johnson Sea-Horse outboard motors as 
agitators; four gallons of Wisk; a spe- 
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cially-built laundry hamper 10 ft. high, 
8 ft. wide and 6 ft. deep; a ton of dirty 
laundry collected from hotels, motels 
and commercial laundries in the area. 

It worked. Suds 3 ft. deep covered 
the 2,200 sq. ft. area in less than two 
minutes. Filming of wide overhead shots 
was done from a 60-ft. tower that was 
erected originally at Cypress Gardens 
to shoot an Esther Williams movie some 
years ago. 

The stunt involved 11% minutes of 
air time, and Wisk liked it so well that 
it’s had a 1-minute commercial extracted 
for additional airing. 

The giant wash was set up through 
Gale-Gernnant, packager firm, and 
BBDO, agency for Wisk. Technical 


crews made three trips to Florida in 
advance of the actual shooting and 
“pre-tested” the stunt in a smaller pool 
before the “live take” was filmed. That 
“take” took three days. Not the least 
of the hazards was weather, as Florida 
was suffering from rain a good part of 
the time. 


They got it into the can before air 
time, but not enough before to get the 
film back to New York. The segment 
was fed into the network line from 
Jacksonville, where NBC-TV is affili- 
ated with WFGA-TV. 


Bill Ballard and Bob Ellis of BBDO 
represented the client and the agency in 
working with Herb Landon, executive 
producer for the program. 
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Pe ela 
Three for four ¢ KGW Portland, 
Ore., hired a chimpanzee to lead 
two models in a “saturation” tour 
of downtown Portland, giving away 
balloons and candy that proclaimed 
KGW’s “Sound 62 (620 kc), Fourth 
Dimension Radio.” 

The Fourth Dimension buildup 











started four weeks ahead of time in 
an all-out local schedule of air an- 
nouncements by the station man- 
ager, bus cards, daily television spots, 
daily newspaper ads and double bill- 
boards. Christmas shoppers got free 
rides on three KGW “shoppers’ 
special” buses. 

While promoters and programmers 
explored new dimensions in their de- 
partments, the KGW engineers went 
to work and came up with an im- 
proved signal. The Fourth Dimen- 
sion sound debuted Jan. 9 with new 
station personalities, big-band jingles, 
stepped-up news operation and a 
“KGW Dollars” promotion, award- 
ing up to $1,000 a day to listeners. 

Brains behind the Fourth Dimen- 
sion were Fred Von Hofen, station 
manager; Bob Franklin, promotion 
director; Don Porter, program di- 
rector, and Jackson Fleming, local 
sales manager. 








Listen, look and call police 


Hot car reports are going like the 
proverbial hot cakes on WHB Kansas 
City. Stolen car broadcasts on Eddie 
Clarke’s morning show produced such 
results that WHB has added a second 
“hot car” report each day on the 4-7 
p.m. Top 40 Show. The Kansas City 
Police Dept. credits WHB with the fast 
recovery of several stolen autos in a 
few weeks, the station reported. 


Farflung salesmen see preview 

When a _ sponsor’s employes are 
spread out over many counties and he 
can’t bring them in to preview his new 
film property, what’s the best solution? 
That problem confronted Steffen’s Dairy 
Foods of Wichita, which bought Rescue 
8 on KTVH (TV) Hutchinson-Wichita. 

The answer, as suggested by the sta- 
tion, was an advance promotion blast, 
including 2,000 handbills, direct mail 


pieces, program bulletins—and a special 
Sunday morning preview for employes. 
Thus, the day before the film series 
bowed, a sustaining show was pre- 
empted for the special half-hour syn- 
dicated showing plus a 15-minute an- 
nouncement talk to employes (8:45- 
9:30 a.m.). 

Announcing it to employes (and other 
viewers), station officials and local and 
area fire department representatives 
joined sponsor executives in KTVH stu- 
dios to announce and view the series 
themselves. 


Chicagoans want space news 


A new “space age news map,” pub- 
lished by Rand McNally & Co. and of- 
fered by WNBQ (TV) and WMAQ Chi- 
cago as a public service, drew over 
5,000 requests from _listeners-viewers 
over a 10-day period. The maps were 
originally printed by Rand McNally to 
sell for $1, and made available to sta- 





/ 
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United Press International news produces! 





tions in Chicago and other major mai - 
kets for distribution to listeners an 
viewers for 25 cents to cover postage 
and handling. Included on the map: 
information and diagrams about the 
International Geophysical Year, earth 
satellite programs and new weapons for 
the space age, a polar map of the world 
and various geographical areas. 


BFR group all over capitol 


The BFR Stations of South Dakota 
spread their call letters around the 
state capitol while giving full-scale re- 
mote coverage of the governor’s in- 
auguration and legislature opening. 
The outlets (KELO-TV Sioux Falls, 
KPLO-TV Reliance and KDLO-TV 
Florence) installed a complete closed- 
circuit operation in the state capitol at 
Pierre, with tv sets placed strategically 
in the building so overflow crowds 
could watch the inauguration and ac- 
tivities of inauguration week. KSO 
Des Moines and WLOL St. Paul (also 
in the BFR group) are providing news 
of the Iowa and Minnesota legislatures, 
respectively, for airing on KELO. 


WISN-TV spices film package 


Promotion with an Italian flavor was 
served up by WISN-TV Milwaukee for 
the premiere movie of its new feature 
film package. Key advertising executives 
in the area were treated at home to 
pizza a few minutes before Italian 
movie actresses Sophia Loren and Sil- 
vana Mangano appeared in “Gold of 
Naples” on the WISN-TV channel. 

The pizza dinners followed up per- 
fumed letters which arrived earlier to 
urge the admen to “please stay home 
this Saturday night,” and signed, “See 
you on WISN-TV—Sophia.” 


WJHO solves p.a. crisis 


A crisis which occurred only hours 
before dedication ceremonies of a new 
$1 million high school in Opelika, Alla.. 
was smoothed over by WJHO, that city, 
which broadcast the event from the 
school’s auditorium. School officials 
were “slightly chagrined,” WJHO said, 
to learn that the auditorium had not 
been equipped with a public address 
system. WJHO saved the day by pick- 
ing up its own broadcast on the school’s 
am tuner and feeding it through the in- 
tercom system to every speaker in the 
building, including the auditorium. The 
time lapse was less than one micro- 
second, WJHO estimates. 


Prizes aid rise of South 

For copping first prize in WSM-TV 
Nashville’s sales contest, David Grimm, 
account executive for the Edward Petry 
Co., station representative, was pre- 
sented a commission as Colonel in the 
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Confederate Army by Hi Bramham, 
commercial manager of the station. 
Second prize in the competition was 
$500—in Confederate money. 


KMBC-AM-TV contest swings 


With three weeks until 
KMBC-AM-TV Kansas City 
are sorting entries in the tripartite 
“Swing Girl” contest. Winners in 
separate art, copy and media divisions 
of the competition will have their choice 
of week vacations in New York or Las 
Vegas. Victors will be named March 1. 
The contest is named for “the girl on 
the swing” featured in the stations’ 
advertisements. Goal of the art con- 
test is to develop a fresh treatment for 
the KMBC “Swing Girl.” Copy con- 
test: suggest a campaign theme for 
trade advertising. Media _ contest: 
mediamen are asked to prove why 
they’d use KMBC-KFRM (FM) Radio 
and KMBC-TV as basic stations in 
Kansas City. 


deadline, 
staffers 


Snow melts sales resistance 


KPIX-TV San Francisco credits a 
promotion on the theme of “Snow Falls 
in Maiden Lane” with helping to sell 
out all advertising time in three fea- 
ture Paramount film programs on the 
station. The Maiden Lane Assn., a 
group of business establishments in San 
Francisco, cooperated in advancing the 
“snow” theme by decorating their shops 
with wintry scenes; restaurants and bars 
featured snow highballs and martini 
sno-cones. The station itself created a 
miniature of the familiar Paramount 
snow-capped mountain by bringing in 
24 tons of snow. At a kick-off party on 
Jan. 7, promotional features included 
models clad in bathing suits and fur 
pieces, Alaska huskies, a skier and a 
snowball fight. 








Magnetic look ¢ Pre-tested for 
eye-attraction and identity-reten- 
tion qualities the “V for Video- 
tape” is one of the symbols being 
distributed by the tape developer, 





Ampex Corp., to VR-1000- 
equipped stations for promotion 
of local recording and playback 
services. 








BROADCASTING, January 26, 1959 


e Drumbeats 


e It’s North vs. South in the latest race 
for record in marathon broadcasting, 
launched on Jan. 20. Two Florida d.j.’s 
—Red Evans of WTAL Tallahassee and 
Dave Hunter of WZRO Jacksonville 
Beach—are competing against each 
other and also with d.j. Peter Tripp of 
WMGM New York in an effort to ex- 
ceed a record of 7 days and 19 hours 
claimed for Mr. Hunter last August. 


e KRCA (TV) Los Angeles is celebrat- 
ing its 10th birthday by broadcasting 
pictures and news from a 10-year-old 
edition of the L. A. Examiner. Viewers 
who identify themselves in the old news 
get prizes. 


e WLWA (TV) Atlanta, Ga., calls at- 
tention to its “Tower of Stars” in a 
mailing piece featuring a pair of opti- 
cal-illusion spectacles captioned, “Look 
what you’re missing.”” Copy behind the 
fake eyes lists market and coverage 
data and describes WLWA’s “traveling 
wave” tower. 


e® Guests at a preview luncheon of A/- 
coa Presents (ABC-TV) found note- 
taking lighter than usual. Alcoa pre- 
sented each with an aluminum clip- 
board equipped with aluminum pen, 
aluminum pencil and aluminum-cov- 
ered publicity kit. 


e A total 584 stations have pledged 
more than 11,000 spots in the NAB 
“Look for a Room With a Radio” cam- 
paign, aimed at traveling listeners. Some 
have tied in motel-hotel commercial 
schedules. 


® KXOK St. Louis got 5,000 lipstick 
kisses in a 20-day lip-imprint contest 
conducted by Gentleman Jim Bradley, 
d.j. More than 1,200 KXOK listeners 
entered d.j. Jack Elliott’s beard-naming 
competition, vying for electric shaver 
prizes with such descriptions as “Mus- 
sen-Tuchit,” “Old Faceful” and “Mug- 
Rug.” 


@ KREM Spokane, Wash., equates 
good works with “Good Words.” Ro- 
tating such keywords as “crusade aider” 
(promoting United Givers Fund), 
“smile” and others plugging general 
good will or specific charities, KREM 
awards cash to listeners who answer the 
telephone with the Good Word. 


e A feature of the annual meeting of 
the Fresno (Calif.) County-City Cham- 
ber of Commerce on Feb. 6 will be a 
sound-on-film presentation of the cham- 
ber’s activities in 1958 from KFRE-TV 
Fresno. The film is an annual public 
service project of KFRE-TV. 


e Rex Dale, d.j. at WAMP Pittsburgh, 
conducted his afternoon record show in 


an iron lung for three days to raise 
$2,100 for the March of Dimes. 


e WAYE Baltimore is sending out free 
copies of its February program guide in 
exchange for contributions to the March 
of Dimes. 


e CJON-AM-TV St. John’s, New- 
foundland, has issued the second in a 
series of long-play discs of ““Newfound- 
land Folk Songs,” sung by the CJON 
Glee Club. The Glee Club is main- 
tained by the CJON stations on a con- 
tinuing basis. 


e A daily reminder of WDIA Memphis. 
Tenn., is in homes of 12,500 listeners. 
The 1959 edition of the station’s annual 
12-page “Historic Almanac Calendar” 
(25 cents) has been mailed to Negro 
listeners in a six-state area. 


e Frank Sinatra, often cool to report- 
ers, made himself available for a tele- 
phone interview with a nighttime disc 
jockey of WIRL Peoria, Ill. Stan Major 
of WIRL snagged the star on a Holly- 
wood movie set and taped a five-minute 
interview for broadcast with a new 
Sinatra album. 


Parade on four tv channels 


St. Paul’s (Minn.) annual winter 
carnival parade this year will be covered 
live by all four Twin Cities tv stations. 
WCCO-TV, in addition to its Jan. 31 
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Cubist sculptor © Milt Spencer, 
news-sports personality of WFLA- 
TV Tampa-St. Petersburg, Fla., 
clears away chips from the “World’s 
largest ice cube,” placed downtown 
by WFLA-AM-TV for the First 
Annual Florida Snow Carnival, mer- 
chants’ promotion. 


Broadcast audiences and down- 
town shoppers were asked to guess 
how long the cube (512 cubic feet, 
174% tons) would last under the 
Florida sun. A total of 4,721 re- 
sponded to a week and two days of 
air promotion, the winner guessing 
within 1:30 minutes of actual melt 
time, which was two days, two hours, 
57:14 minutes. The estimate was 
worth a trip to Paris for the winner 
and her husband. 








The ice cube promotion was de- 
veloped for the Tampa Downtown 


Merchants’ Assn. event by John 
Alexander, WFLA radio manager, 
and Byron Taggart, radio-tv promo- 
tion manager. 








parade pickup, plans an _ hour-long 
carnival preview. Other stations par- 
ticipating will be KSTP-TV, KMSP-TV 
and WICN-TV. 

Television stars scheduled for appear- 
ances at the winter event include per- 
formances of CBS-TV’s Jimmy Dean 
Show, George Montgomery, star of 
NBC-TV’s Cimarron City series, and 
Ronnie Burns of the NBC-TV George 
Burns Show. 


Long distance movie promotion 


WCKR Miami reached 5,000 miles 
across the Atlantic to produce a movie 
commercial. The special, live spot an- 
nounced the opening of the British film, 
“A Night to Remember,” in three the- 
atres owned by Florida State Theatres. 
Two days before the movie opened, Di- 
ane and Dick Osborne of WCKR’s Mi- 
ami After Dark program called the film’s 
producer in Belfast, Ireland, to inter- 
view him on production techniques of 
recreating the Titanic ship disaster, sub- 
ject of the movie. Peak crowds came to 
the three theatre openings, WCKR re- 
ports. 


WCCO lands editors’ help 


Newspaper editors in the five-state 
area served by WCCO Minneapolis are 
cooperating in station-sponsored con- 
test to find the ice fishing champions of 
the Northwest. Fishermen enter the 
event by registering catches with the 
editors of their hometown newspapers, 
who complete the entry blanks and for- 
ward them to WCCO. Contest details 
and progress are broadcast daily on the 
10:15 p.m. sports show, Outdoor Re- 
port. WCCO will award $50 savings 
bonds to winners in each of three ciasses 
and merchandise prizes to others. 


WKBW-TV rep issues factbook 


Avery-Knodel Inc., N.Y., released 
last week a report entitled “Facts about 
WKBW-TV New Tv Giant in Buffalo.” 
The presentation describes the ch. 7 
station’s market coverage, transmitting 
facilities, promotion campaigns offered 
and advertising advantages. It makes-a 
comparison of all Buffalo television sta- 
tions according to costs and coverage. 
The report may be obtained from the 
station representative’s home office, 720 
Fifth Ave., New York City. WKBW- 


TV is completing its second month on 
the air. 


Parlay at the summit 


You are cordially informed 
of a 
Parlay at the Summit 
whereat will be promulgated 
matters of highest importance 
affecting Proces Verbal, 
Aides Memoire, Protocol, 
Precedence, Non-Belligerent 
Measures Short of War, Show 
of Force, Jurisdiction of 

States, Boundaries and Servitudes, 

and other matters. 

Thus formally WIS-TV Columbia, 
S.C., announces its new 1,526-ft. tower, 
which is expected to double coverage. 
Inside the fold of the announcement is 
a glossary explaining: “Proces Verbal is 
the process by which WIS-TV gets 
words and pictures (not to mention mu- 
sic) into the minds of South Carolina’s 
richest buying audience.” The “jurisdic- 
tion of states” is a coverage map, while 
“Aides Memoire [is] a diplomatic de- 
vice .. . aiding the buying memory of 
nearly 2.5 million people.” The “sum- 
mit” is taller than the Empire State 
Building, the Eiffel Tower and the Pyra- 
mid of Cheops, Egypt. 
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FOR THE RECORD 





Station Authorizations, Applications 


As Compiled by BROADCASTING 


Jan. 15 through Jan. 21: Includes data on new stations, changes in existing 
stations, ownership changes, hearing cases, rules & standards changes and 
routine roundup. Explanation of abbreviations on page 103. 


New Tv Stations 
APPLICATION 


New Orleans, Louisiana—Coastal Television 
Company. New request for STA to operate 
on ch. 13 in New Orleans, La., subject to 
condition that operation on ch. 13 shall 
cease at such time as regularly authorized 
tv service commences in New Orleans on 
ch. 12, but in no event is to continue beyond 
time of commencement of operation on ch. 
13 at Biloxi, Miss., in association with 
Supreme Broadcasting Co. or Oklahoma 
Television Corp., or both. Announced Jan. 
15. 


Existing Tv Stations 


ACTION BY FCC 

WJMR-TV New Orleans, La.—Modified 
Dec. 17 grant for temporary operation on 
ch. 13 until Jan. 31, in view of withdrawal 
by Oklahoma Television Corp. and Coastal 
Television Co. of their objections to such 
interim operation. All three are competitors 
for ch. 12 in New Orleans. Announced Jan. 
15. 


New Am Stations 
APPLICATIONS 


Union Springs, Ala.—E. H. Eiland Jr. 1410 
ke, 500 w D. P.O. address 345 Whetston 
Drive, Montgomery, Ala. Estimated con- 
struction cost $11,991, first year operatin 
cost $23,000, revenue ,.000. Mr. Eiland, 
sole owner, is employe of Firestone Stores. 
Announced Jan. h 

Raleigh, N.C.—North Carolina Electronics 
Inc. 1550 ke, 5 kw D. P.O. address 356 West 
40th St., New York 18. Estimated construc- 
tion cost $31,776, first year operating cost 
60,000, revenue $66,000. Majority stock- 
holder John P. Gallagher (97.36%) owns 
WOOW Washington, N.C. Announced Jan. 
15. 

Washington, N.C.—North Carolina Elec- 
tronics Inc. 1320 ke, 500 w D. P.O. address 
356 West 40th St., New York 18. Estimated 
construction cost $8,305, first year operating 
cost $30,000, revenue —— Majority own- 
er John Patrick Gallagher (97.36%) owns 
WOOW Washington, C., which has ap- 
roy for permission to move to Greenville, 

.C. Mr. Gallagher is vice president of 
Visual Electronics, New York. Announced 
Jan. 15. 

Delphos, Ohio—Western Ohio Bestg. Co. 
940 ke, 250 w D. P.O. address Charles F. 
Trivette, Virgie, Ky. Estimated construc- 
tion cost ,952, first year operating cost 
$31,750, revenue $42,500. Equal partners are 
Charles F. Trivette, former majority owner 
WWKO Ashland and WMLF Pineville, both 
Kentucky; and Herman G. Dotson. An- 
nounced Jan. 21. 

Smethport, Pa.—Hamlin D. Redfield. 910 
ke, 1 kw D. P.O. address 34 Jackson Ave., 
Bradford, Pa. Estimated construction cost 
$50,644, first year operating cost $42,000, 
revenue $49, Sole owner, Mr. Redfield, 
is former banker. Announced Jan. 20. 

Laredo, Tex.—Southwestern Operating Co. 
1300 ke, 1 kw D. P.O. address Box 88, Fort 
Smith, Ark. Estimated construction cost 
$26,515, first year operating cost $40,000, rev- 
enue $50,000. Sole owner is Donald W. 
Reynolds who has controlling interest in 
KORK Las Vegas, KLRJ-TV Henderson, 
KOLO-AM-TV no, all Nevada; RS 
Springdale, KFSA, KNAC-TV Fort Smith, 
both Arkansas; KHBG Okmulgee, Okla 
and KGNS 


-TV Laredo. Announced Jan. 21. 

Yakima, Wash.—M and W Co. 940 kc, 250 
w D. P.O. address 216 Mocliff Rd., Ephrata, 
Wash. Estimated construction cost $5,491, 
first year ———— cost $50,000, revenue 
$48,000. Equal owners are Robert R. Moore 
general manager KULE Ephrata, Wash. and 
Kenneth Williams Jr., engineer at KOMO 
Seattle. Announced Jan. 15. 


Existing Am Stations 
ACTIONS BY FCC 
WCAS Gadsden, Ala.—Granted applica- 
tion to change operation from day to un- 
limited time with 500 w-N, DA-N, contin- 
uing operation on 570 ke with 5 kw D. An- 
1ounced Jan. 21. 
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WEEB Southern Pines, N.C.—Granted in- 
crease of power from 1 kw to 5 kw, contin- 
uing operation on 990 ke D; remote control 
permitted. Announced Jan, 21. 


APPLICATIONS 


KGST Fresno, Calif.—Cp to change hours 
of operation from daytime to unlimited, 
using power of 500 w, 1 kw-LS on 1600 kc. 
Announced Jan. 20. 

KPOL Los Angeles, Calif.—Cp to increase 
daytime power from 10 kw to 50 kw; change 
from DA-N to DA-DN (DA-2) and install 
new trans. Announced Jan. 16. 

_KTOP Topeka, Kan.—Cp to increase day- 
time power from 250 w to 1 kw and install 
new trans. Announced Jan. 15. 

_WSFC Somerset, Ky.—Cp to increase day- 
time power from 250 w to 1 kw and install 
new trans. Announced Jan. 19. 

NAV Annapolis, Md.—Cp to increase 
daytime power from 1 kw to 5 kw and in- 
stall new trans. for daytime use (2 main 
trans.). Announced Jan. 19. 

WPLM Plymouth, Mass.—Mod. of cp to 
change hours of operation to unl., using 
power of 5 kw; change from DA-D only to 
DA-ND (DA-2). Request waiver of Sec. 
3.28 (c)(3) of rules.) Announced Jan. 21. 

KDMA Montevideo, Minn.—Mod. of cp to 
change from DA-DN (DA-1) to DA-N only. 
Announced Jan. 15. 

KEYJ Jamestown, N.D.—Cp to increase 
daytime power from 250 w to 1 kw and in- 
stall new trans. Announced Jan. 21. 

WEKR Fayetteville, Tenn.—Cp to increase 
daytime power from 250 w to 1 kw and in- 
stall new trans. Announced Jan. 21. 

KWHO Salt Lake City, Utah—Cp to change 
frequency from 860 kc to 1030 ke and change 
hours of operation to unl., using 1 kw. An- 
nounced Jan. 21. 


New Fm Stations 
APPLICATIONS 


Darien, Conn.—Independent Broadcasting 
Co. 94.3 me, 0.72 kw. P.O. address Box 1. 
Estimated construction cost $14,299, first 
year operating cost $20,000, revenue $25,000. 
Owners are Guilford E. Morrell, Consoli- 
dated Diesel technician, Stamford; Walter 
F. Ranchinsky, WNHC New Haven engineer 
(both 28%); Daniel V. Salvatore, Consoli- 
dated Diesel test engineer (16%); Grace 
Peters, American Cyanamid chemist (24%), 
and Richard N. Ross WNYC New York en- 
gineer (4%). Announced Jan. 21. 

Chicago, Ill.—Hi-Fi Bestg. Co. 106.7 mc, 
10.8 kw. P.O. address Box 221, Lebanon, 
Tenn. Estimated construction cost $9,550, 
first year operating cost $17,400, revenue 
$25,000. Equal partners are William O. Barry, 
who has 50% interest in WFMB (FM) Nash- 
ville, Tenn. and H. C. Young Jr., who has 
50% interest in WENO Madison, Tenn. An- 
nounced Jan. 21. 

Beaver Falls, Pa.——WBVP Inc. 96.1 me, 
16.6 kw. P.O. address Box 719. Estimated 
construction cost $19,265, first year operating 
cost $3,000. Announced Jan. 19. 

Spokane, Wash.—Northern Pacific Radio 
Corp. 99.9 mc, 1.96 kw. P.O. address West 
315 Sprague Ave. Estimated construction 
cost $8,500, first year operating cost $2,500, 
revenue $5,000. Applicant is licensee of 
KXLY-AM-TV Spokane. Announced Jan. 21. 


Ownership Changes 
ACTIONS BY FCC 


KNOG Nogales, Ariz.—Granted assignment 
of license to Carleton W. Morris (KSUN 
Bisbee, KAWT Douglas and KHFH Sierra 
Vista, all Arizona); consideration $20,000. 
Announced Jan. 21. 

WCNT Centralia, 1ll.—Granted renewal of 
license and acquisition of positive control 
by Carson W. Rodgers (now 50% owner) 
through purchase of remaining 50% from 
Grace S. Rodgers; consideration $15,000. An- 
nounced Jan. 21. , 

KRES St. Joseph, Mo.— Granted assign- 
ment of licenses to MacRay Radio & Televi- 
sion Corp. (Jock MacGregor, president); 
consideration $135,000. Announced Jan. 21 


KCAP Helena, Mont.—Granted assignment 
of license to KCAP Bestrs. Inc. (Dale G. 
Moore, president, and three other stock- 
holders own KBMN Bozeman, Mont.); con- 
sideration $40,894. Announced Jan. 21. 

KRMW The Dalles, Ore.—Granted transfer 
of control from Oliver B. Earl to Inland 
Broadcast Co. (KWEI Weiser and KAYT 
Rupert, Idaho); consideration $35,000. An- 
nounced Jan. 21. 

KLGN Logan, Utah—Granted assignment 
of license to KLGN Radio Inc. (F. G. Ziser, 
, ag sae consideration $52,500. Announced 

an. 21. 

WMOD Moundsville, W.Va. — Granted 
transfer of control from Donald W. Leven- 
son to John T. Taylor (now 34% owner); 
consideration $19,900 for 60% interest; Lev- 
enson selling his remaining 6% interest to 


= Thomas Gall for $3,500. Announced Jan. 


APPLICATIONS 


KUEQ Phoenix, Ariz.—Seeks assignment 
of license from Q Broadcasting Co. to Dy- 
namic Communications Inc. for $240,000. Sole 
owner of Dynamic Communications is Car- 
son E. Cowherd, Kansas City, Mo., real 
estate man. Announced Jan. 21. 

KBBA Benton, Ark.—Seeks assignment of 
control from Benton Bestg. Service, partner- 
ship, to Benton Bestg. Service Inc. Sam P. 
Bridges and Mrs. Bridges (50%) and C. La- 
Velle Langley (50%) are owners of both old 
and new licenses. Announced Jan. 21. 

KACY Port Hueneme, Calif.—Seeks as- 
signment of license from Coast Broadcasters 
to Lincoln Dellar for $83,000. Mr. Dellar is 
partner in Kern County Bestg. Co., Bakers- 
field, Calif., which is permittee of new com- 
mercial uhf in Bakersfield. Announced 
Jan. 16. 

WFAB Miami-South Miami, Fla.—Seeks 
assignment of cp from Louis G. Jacobs to 
WFAB Inc. Consideration $24,000. B 
Inc. will include Mr. Jacobs (40%) and 
Harold E. King (60%), who with his wife 
owns KGHI Little Rock, Ark.; WTHR Pana- 
ma City Beach, WDAT South Daytona and 
} tig A Arlington, all Florida. Announced 

an. 20. 

WQXT-AM-FM Palm Beach, Fla.—Seeks 
assignment of license from Palm Beach 
Radio Inc. to Flame Radio and Television 
Inc. for $100,000. Emma S. Pell, buyer, has 
no other business interests. Announced Jan. 
19 


WORL Boston, Mass.—Seeks assignment 
of license from Pilgrim Bestg. Co. to WORL 
Bestg. Corp. for $469,040. Purchasers are 
Paul F. Herron (89.1%) former majority 
owner WIBG-AM-FM Philadelphia and 
Lawrence D. Biele (10%) who had minority 
—- in same stations. Announced Jan. 


KSTL St. Louis, Mo.—Seeks transfer of 
control of Radio St. Louis Inc., licensee 
corp. from Edward E. Haverstick Jr. and 
William K. Haverstick (as family group) to 
Edward E. Haverstick Jr. through sale of 
stock by Franklin C. Salisbury. Mr. Salis- 
bury, attorney for Dept. of Interior current- 
ly owns 10% of licensee. Mr. Edward Haver- 
stick Jr. owns 46.67%. Upon transfer of stock 
he will own 51.86%. Consideration $15,000. 
Announced Jan. 19. 

WTRX-AM-FM Bellaire, Ohio—Seeks as- 
signment of license from WTRX Inc. to Ohio 
Valley Bestg. Co. for $117,000. Equal partners 
in purchasing group are Charles H. Wright 
and Frederic Gregg Jr. who have interests 
in WCMI-AM-FM Ashland, Ky.; and Charles 
F. King, WLAP Lexington, Ky., salesman. 
Announced Jan. 19. 

WJIMO Cleveland, Ohio—Seeks assignment 
of cp to change trans. site from Friendly 
Bestg. Co. to Tuschman Bestg. Co. FCC has 
already approved transfer of license. (See 
BROADCASTING, Jan. 19.) Announced 
Jan. 19. 

KPIC (TV) Roseburg, Ore.—Seeks trans- 
fer of 50% of South West Oregon Television 
Bestg. Corp. from Oregon Bestg. Co. to 
Southern Oregon Bestg. Co., both wholly 
owned subsidiaries of South West Oregon. 
Southern Oregon also owns KBES-TV Med- 
ford and KOTI-TV Klamath Falls, both 
Oregon. Announced Jan. 19. 

KTXJ Jasper, Tex.—Seeks assignment of 
license from Joe A. Tonahill and Joe J. 
Fisher to Frank J. Carpenter, William Glen 
Dodson and J. C. Howard. Consideration 
60,000. Mr. Dodson (3712%) is chief engi- 
neer KVLB Cleveland, Tex., Mr. Howard 
(3732%) is gasoline distributor, and Mr. 
Carpenter (25%) owns drug store. An- 
nounced Jan. 19. 

WRIT Milwaukee, Wis.—Seeks transfer of 
control of Radio Milwaukee Inc. from H & E 
Balaban Corp., present 50% owners of sta- 
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1000-watt AM transmitters to 
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average level of modulation as- 
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mote control, and low opcrating 
cost make the RCA Type BTA- 
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green, blue, or grey doors. What- 
ever your equipment needs— 
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tion, and Harold S. Lederer and Leo M. 
Lederer, who at present own 25% each. 
Present stockholders will transfer one-third 
of stock owned to group consisting of Nancy 
Epstein, Eli Fink, Maurice Schraeger and 
Herbert Schoenbrod, for $13,330. After trans- 
fer, three groups: Balaban, Lederer brothers 
and Epstein, et al., will each own one-third 
interest in WRIT. Same groups own WIL 
St. Louis and KBOX Dallas. Announced 
Jan. 19. 


Hearing Cases 


FINAL DECISIONS 

By order, Commission granted request of 
M & M Bestg. Co., and made effective im- 
mediately Dec. 22, 1958, initial decision; and 
affirmed March 19, 1958, grant of application 
to transfer control of M & M Bestg. Co. 
(WMAM and WMBV-TYV, ch. 11), Marinette, 
Wis., from William Walker, et al., to Eve- 
ning Telegram Co., Norman M. Postles and 
Walter C. Bridges. Announced Jan. 21. 


INITIAL DECISIONS 


Hearing Examiner Jay A. Kyle issued 
initial decision looking toward denying ap- 
plication of South Kentucky Bcestrs. to in- 
crease power of WRUS Russellville, Ky., 
from 500 w to 1 kw, continuing operation on 
610 kc, daytime only. Announced Jan. 21. 


Hearing Examiner Forest L. McClenning 
issued initial decision looking toward grant- 
ing application of M Bestg. Co. 
(WMBV-TV, ch. 11), Marinette, Wis., to 
move trans. site from point about 14 miles 
southeast of Marinette and about 38 miles 
northeast of Green Bay to about 38 miles 
southeast of Marinette and about 14 miles 
northeast of Green Bay, increase ant. height 
from 780 to 960 ft.; increase vis. ERP to 316 
kw, etc. Announced Jan. 20 


Hearing Examiner Charles J. Frederick 
issued initial decision looking toward grant- 
ing application of Radio Dinuba Co. to 
change facilities of KRDU Dinuba, Calif., 
from 1240 kc, 250 w unl., to 1130 ke, 1 kw, 
DA unl., with engineering conditions, and 
denying applications of Air Waves Inc., to 
change facilities of KONG Visalia, Calif., 
from 1400 ke 250 w, unl., to 1130 ke, 1 kw, 
DA, unl., and Enterprise Bcestg. Co. for new 
am station to operate on 1150 kc, 1 kw, DA, 
D, in Fresno, Calif. Announced Jan. 16. 


OTHER ACTIONS 


By memorandum opinion and order, Com- 
mission granted petition by Globe News- 
paper Co. to extent of permitting that com- 
pany to intervene (but only on issue no. 1 
having to do with possible disqualification 
of one or more of Commissioners) in Boston, 
Mass., ch. 5 remand proceeding involving 
applications of WHDH Inc. (WHDH-TV), 
Greater Boston Television Corp., Massachu- 
setts Bay Telecasters Inc., and Allen B. Du- 
Mont Laboratories Inc., for new tv stations, 
and (2) denied requests of WHDH Inc., and 
Globe for oral argument on subject plead- 
ings. Comr. Craven not participating. An- 
nounced Jan. 21. 

By order, Commission granted petition by 
WIBC Inc., and extended from 20 to 30 
minutes time for presentation of argument 
by each of parties in oral argument sched- 
uled for Jan. 23 in proceeding on applica- 
tions of WIBC Inc., and Crosley Bestg. Corp. 
(WLWI) for new tv stations to operate on 
ch. 13 in Indianapolis. Announced Jan. 15. 


Commission scheduled proceedings on an 
applications of Wayne M. Nelson, Concord 

C., and Fred H. Whitley, Dallas, N.C., fo: 
oral argument on Feb. 13. Announced Jan. 
21. 


Routine Roundup 


BROADCAST ACTIONS 
By Broadcast Bureau 


Actions of Jan. 16 

WIMO-AM-FM Cleveland, Ohio—Grantec 
assignment of cps to Tuschman Bestg. Co. 

KIMO Independence, Mo.—Granted mod 
of license to change studio location and re- 
mote control point to Kansas City, Mo.; 
waived Sec. 3.30 (a) of rules. 

KYOK Houston, Tex.—Granted cp to in- 
stall new trans. 

Shenandoah Life Stations Inc., Roanoke, 
Va.—Granted cp and license to change loca- 
tion of trans. and make changes in ant. 
system. 

Following stations were granted extensions 
of completion dates as shown: WMAR-TV 


(main trans.-ant.) Baltimore, Md., to 5-5; 
WBAL-TV (main trans.-ant.) Baltimore, 
Md., to 5-1; WJZ-TV (main trans.-ant.) 


Baltimore, Md., to 8-4. 

WENN Bessemer, Ala.—Granted authority 
to sign-off at 8 p.m., daily for period of 
90 days. 

WMTL Leitchfield, Ky.—Granted mod. of 
cp to change studio location and type trans. 


Actions of Jan. 15 

KVOM Morrilton, Ark.—Granted assign- 
ment of license to J. C. Willis. 

Granted licenses for following tv stations: 
KNAC-TV Fort Smith, Ark., ERP vis. 100 
kw, aur. 58.9 kw, ant. 640 ft.; WINR-TV 
Binghamton, N.Y., ERP vis. 575 (DA), aur. 


288 (DA), ant. 630 ft., and change studio 
location; WCBC-TV Anderson, Ind., ERP 
vis. 20.9 kw, aur. 11.2 kw, ant. 500 ft.; WITN 


(TV) Washington, N.C., ERP vis. 316 kw, 
aur. 158 kw, ant. 860 ft.; KVIP-TV Redding, 
Calif., ERP vis. 117 kw, aur. 58.9 kw, ant. 
3600 ft.; WIIC (TV) Pittsburgh, Pa., ERP 
vis. 316 kw, aur. 158 kw, ant. ft. 

Granted licenses for following tv trans- 
lator stations: K70BF City of Douglas Trans- 
lator Committee, Douglas, Ariz.; K73AL 
Board of Education, Truth or Consequences 
Municipal Schools, Dist. 6, Truth or Con- 
sequences, N.M.; W78AA Frostburg Com- 
munity TV Inc., Frostburg, Md.; K75AJ Sea- 
side Video Club, Seaside, Ore.; K74AQ 
Emery County, A Public Body Corporate 
and Politic, Orangeville, Utah. 

WMFC Monroeville, Ala.—Remote control 
permitted. 

Actions of Jan, 14 


WTTL Madisonville, Ky.—Granted assign- 
ment of license to Conway M. Smith and 
Hobert M. Thomason. 

WFMJ-TV Youngstown, Ohio—Granted li- 
cense covering installation of aux. ant. on 
interim ant. tower near main trans. and re- 
describe trans. location. 

KFDA-TV Amarillo, Tex.—Granted license 
covering changes and redescribe studio and 
trans. locations (no change in coordinates). 

WREX-TV Rockford, lll.—Granted license 
covering changes in tv station. 

WICS (TV) Springfield, Il.—Granted li- 
cense covering changes in tv station. 

WPSD-TV Paducah, Ky.—Granted license 
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+ san mancisco [23,5005 








NATION-WIDE 
NEGOTIATIONS - FINANCING - APPRAISALS 


Fulltime regional—agricultural and in- 
dustrial area. Fast becoming resort cen- 
ter for vast section. Profitable at present 
—good profit maker for owner-operator. 
$165,000.—$50,000 down. 


OHIO RIVER VALLEY 


Contact the CHICAGO OFFICE, Tribune Tower, DElaware 7-2754, or the office nearest you 
HAMILTON - STUBBLEFIELOD - TWINING ond Associates, Inc. 
| BROKERS - RADIO AND TELEVISION STATIONS - NEWSPAPERS 


1511 Bryan St. 
© DALLAS | Riverside 8.1175 


1737 De Sales St. N. W. 


© WASHINGTON, D.C.) cy cutive 3-3456 
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PROFESSIONAL CARDS 














JANSKY & BAILEY INC. 
Executive Offices ME. 8-5411 
1735 DeSales St., N. W. 
Offices and Laboratories 
1339 Wisconsin Ave., N. W. 
Washington, D.C. FEderal 3-48! 


Member AFCCE 


JAMES C. McNARY 
eieiadininte: tied 





National Press Blidg., 
Wash. 4, D. C. 
Telephone District 7-1205 


Member AFCCE 


—Established 1926— 
PAUL GODLEY CO. 


Upper Montclair, N. J. 
Pilgrim 6-3000 
Laboratories, Great Notch, N. J. 
Member AFCCE 


GEORGE C. DAVIS 
CONSULTING ENGINEERS 
RADIO & TELEVISION 
501-514 Munsey Bldg. 
STerling 3-0111 
Washington 4, D. C. 
Member AFCCE 








Commercial Radio Equip. Co. 
Everett L. Dillard, Gen. Mgr. 
INTERNATIONAL BLDG. DI. 7-1319 
WASHINGTON, D. C. 


P. O. BOX 7037 JACKSON 5302 
KANSAS CITY, MO. 


Member AFCCE 


A. D. Ring & Associates 
30 Years’ Experience in Radio 
Engineering 
Pennsylvania Bldg. Republic 7-2347 
WASHINGTON 4, D. C. 
Member AFCCE 








RUSSELL P. MAY 

711 14th St.,N.W. Sheraton Bidg. 

Washington 5, D.C. REpublic 7-3984 
Member AFCCE 


L. H. Carr & Associates 


Consulting 
Radio & Television 
Engineers 
Washington 6, B. C. Fort Evans 
1000 Conn. Ave. Leesburg, Va. 


Member AFCCE 


GAUTNEY & JONES 
CONSULTING RADIO ENGINEERS 


1052 Warner Bidg. National 8-7757 
Washington 4, D. C. 


Member AFCCE 


Lohnes & Culver 
Munsey Building District 7-8215 
Washington 4, D. C. 


Member AFCCE 








KEAR & KENNEDY 

1302 18th St., N. W. Hudson 3-9000 

WASHINGTON 6, D. C. 
Member AFCCE 


A. EARL CULLUM, JR. 
CONSULTING ENGINEERS 
INWOOD POST OFFICE 

DALLAS 9, TEXAS 
LAKESIDE 8-6108 


Member AFCCE 








GUY C. HUTCHESON 
P. O. Box 32 CRestview 4-8721 
1100 W. Abram 
ARLINGTON, TEXAS 


SILLIMAN, MOFFET & 
ROHRER 


1405 G St., N. W. 
Republic 7-6646 
Washington 5, D. C. 


Member AFCCE 


LYNNE C. SMEBY 
CONSULTING ENGINEER 
AM-FM-TV 
7615 LYNN DRIVE 
WASHINGTON 15, D. C. 
Oliver 2-8520 


GEO. P. ADAIR ENG. CO. 
CONSULTING ENGINEERS 
Radio-Television 
Communications-Electronies 
1610 Eye St., N. W. 
Washington, D. C. 
Executive 3-12 Executive 3-585! 


Member AFCCE 








WALTER F. KEAN 
CONSULTING RADIO ENGINEERS 


Associates 
George M. Sklom, Robert A. Jones 
19 E. Quincy St.—Riverside 7-2153 
Riverside, Ill. 
(A Chicago suburb) 


WILLIAM E. BENNS, JR. 
Consulting Radio Engineer 
3802 Military Rd., N. W., 

lash., D. C. 

Phone EMerson 2-8071 
Box 2468, Birmingham, Alo. 
Phone STate 7-2601 
Member AFCCE 


HAMMETT & EDISON 
CONSULTING RADIO ENGINEERS 


Box 68, International Airport 
San Francisco 28, California 


Diamond 2-5208 


JOHN B. HEFFELFINGER 
8401 Cherry St. Hiland 4-7010 


KANSAS CITY, MISSOURI 








Vandivere & Cohen 
Consulting Electronic Engineers 
617 Albee Bldg. Executive 3-4616 

1426 G St., N. W. 
Washington 5, D. C. 
Member AFCCE 


CARL E. SMITH 
CONSULTING RADIO ENGINEERS 


8200 Snowville Road 
Brecksville, Ohio 
(a Cleveland Suburb) 


Tel: JAckson 6-4386 P. O. Box 82 
Member AFCCE 


J. G. ROUNTREE 
CONSULTING ENGINEER 
5622 DYER STREET 
EMERSON 3-3266 
DALLAS 6, TEXAS 


VIR N. JAMES 
SPECIALTY 
DIRECTIONAL ANTENNAS 


1316 S. Kearney Skyline 6-1603 
Denver 22, Colorado 











JOHN H. MULLANEY 
Consulting Radio Engineers 
2000 P St., N. W. 
Washington 6, D. C. 
Columbia 5-4666 








A. E. Towne Assocs., Inc. 
TELEVISION and RADIO 
ENGINEERING CONSULTANTS 


420 Taylor St. 
San Francisco 2, Calif. 


PR. 5-3100 











RALPH J. BITZER 
CONSULTING ENGINEER 
Suite 298, Arcade Bidg., 
St. Louis 1, Mo. Garfield 1-4954 
“For Results in Broadcast 
Engineering” 
AM-FM-TV 
Allocations * Applications 
Petiti © Li ing Field Service 





Ls 


PETE JOHNSON 


Consulting am-fm-tv Engineers 
Applications—Field Engineering 


Suite 601 Kanawha Hotel Bidg. 
Charleston, W. Va. Dickens 2-6281 














Service Directory | 


MERL SAXON 
CONSULTING RADIO ENGINEER 


622 Hoskins Street 
Lufkin, Texas 





NEp 4-4242 NeEptune 4-9558 





FREQUENCY 
MEASUREMENT 
AM-FM-TV 


WLAK Electronics Service, Inc. 


P.O. Box 1211, Lake'and, Florida 
Mutual 2-1431 5-5544 








COMMERCIAL RADIO 
Monitoring Company 
PRECISION FREQUENCY 
MEASUREMENTS 
A FULL TIME SERVICE 
FOR AM-FM-TV 





Phone Jackson 3-5302 


*.O. Bex 7037 Kansas City, Mo. 





CAPITOL RADIO 
ENGINEERING INSTITUTE 


Accredited Technical Institute Curricula 
3224 16th St., N. W. 
Washington 10, D. C. 





CAMBRIDGE CRYSTALS 
PRECISION FREQUENCY 


MEASURING SERVICE 
SPECIALISTS FOR AM-FM-TV 


445 Concord Ave., 
Cambridge 38, Mass 





Phone TRowbridge 62810 








SPOT YOUR FIRM’S NAME HERE, 
To Be Seen by 85,000* Readers 
—among them, the decision-mak- 
ing station owners and manag- 
ers, chief engineers and techni- 
cians—opplicants for am, fm, tv 
and facsimile facilities. 
*ARB Continuing Readership Study 
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covering changes in tv station. 


WFBC-TV Greenville, S.C.—Granted li- 
cense covering changes in tv station. 

WLEX-TV Lexington, Ky.—Granted li- 
cense covering changes in tv station. 

KSYD-TV Wichita Falls, Tex.—Granted cp 
to make changes in ant. system and ant. 
height above average terrain to 1020 ft. (by 
installation new tower adjacent to present 
one) and make other equipment changes. 

WIMO-FM Cleveland, Ohio—Granted cp 
to replace expired permit for new fm sta- 
tion. 

WPIK Alexandria, Va.— Granted cp to 
change ant.-trans. location; remote control 
permitted. 


*WENH (TV) University of New Hamp- 
shire, Durham, N.H.—Granted mod. of cp 
to change ERP to vis. 51.3 kw, aur. 25.7 kw, 
ant. 970 ft.; install new trans., change type 
of ant. and other equipment. 

KEOS Flagstaff, Ariz.— Remote control 
permitted. 

Actions of Jan. 13 

WTVD (TV) Durham, N.C.—Granted as- 
signment of cp to Capital Cities Television 
Corp. 

WMUR-TV Manchester, N.H.—Granted in- 
voluntary transfer_of control from Francis 
P. Murphy, deceased, to estate of Francis P. 
Murphy, Nashua Trust Co. and Agnes H 
Fischer, executors. 

KUEN Wenatchee, Wash.—Granted assign- 
ment of license to KUEN Becstg. Co. 

WFDS-FM Baltimore, Md.— Granted li- 
cense for fm station. 

KITE San Antonio, Tex.—Remote control 
permitted. 

WDOT Burlington, Vt.—Granted change 
of remote control authority. 


Actions of Jan. 12 


KGEN Tulare, Calif~—-Granted assignment 
of license to McMahan Bestg. Co. 


WLOD Pompano Beach, Fla.—Granted ac- 
quisition of negative control by each Arthur 
F. Harre and Leonard A. Versluis through 
purchase of stock from Wellington F. Shil- 
ling and Charles L. Johnston. 

KMAK-AM-FM Fresno, Calif. — Granted 
transfer~ of control from McMahan Fur- 
niture Co. to Robert O. and George T. Mc- 
Mahan and Rebabelle McMahan Boswell. 

KPAS Banning, Calif.— Granted relin- 
quishment of positive control by Edwin J. 
and Jo-Ann B. Stevens through sale of stock 
to Harrison M. Fuerst. 

WHSM Hayward, Wis.— Granted license 
covering changes in ant. system “inesense 
height); condition. 

KABY Albany, Ore.—Granted mod. of cp 
to change studio location and remote con- 
trol point and change type trans. 

Following stations were granted exten- 
sions of completion dates as shown: KMOX- 
TV (main trans.-ant.) St. Louis, Mo., to 3- 


15; KTAG-TV Lake Charles, La., to 7-9; 
KJEO (TV) Fresno, Calif., to 6-30, and 
KGNS-TV Laredo, Tex., to 4-20. 


ACTIONS ON MOTIONS 


By Commissioner T. A. M. Craven 
on Jan. 15 


Granted petition by Bridgeport Bestg. Co. 
(WICC) Bridgeport, Conn., for extension of 
time to Jan. 14 to file exceptions to initial 
decision in proceeding on its am application. 


ALLEN KANDER 


AND COMPANY 


NEGOTIATORS FOR THE PURCHASE AND SALE 
OF RADIO AND TELEVISION STATIONS 


EVALUATIONS 
FINANCIAL ADVISERS 
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ON AIR 
Lic. Cps 
AM 3,286 52 
FM 543 37 
TV 432? 83 


uhf) 





SUMMARY OF COMMERCIAL BROADCASTING 
Compiled by BROADCASTING through Jan. 21 


OPERATING TELEVISION STATIONS 
Compiled by BROADCASTING through Jan. 21 


VHF UHF TOTAL 
Commercial 435 80 515° 
Non-Commercial 30 8 38* 
COMMERCIAL STATION BOXSCORE 
As reported by FCC through Dec. 31, 1958 
AM FM TV 
Licensed (all on air) 3,286 543 432" 
CPs on air (new stations) 40 35 83? 
CPs not on the air (new stations) 114 117 104 
Total authorized stations 3,440 695 666 
Applications for new stations (not in hearing) 470 44 38 
Applications for new stations (in hearing) 124 29 70 
Total applications for new stations 594 73 108 
Applications for major changes (not in hearing) 478 31 37 
Applications for major changes (in hearing) 48 0 17 
Total applications for major changes 526 31 54 
Licenses deleted 1 2 1 
CPs deleted 0 0 1 
1There are, in addition, seven tv stations which are no longer on the air, but retain their 
licenses. 


*There are, in addition, 39 tv cp-holders which were on the air at one time but are no 
longer In operation and one which has not started operation. 
* There have been, in addition, 211 television cps granted, but now deleted (44 vhf and 167 


“There has been, in addition, one uhf educational tv station granted but now deleted. 


cp TOTAL APPLICATIONS 
Not on air For new stations 

105 615 

122 74 

104 105 








By Hearing Examiner Basil P. Cooper 
on Jan. 15 


Scheduled prehearing conference for Feb. 
5 on am application of Intrastate Bestrs., 
Pomona-Claremont, Calif. 


By Hearing Examiner Annie Neal Huntting 
on Jan. 15 


Scheduled prehearing conference for Feb. 
5 on am applications of Valley Bestg. Co., 
Lehighton, and Miners Bestg. Service Inc., 
Kingston, both Pennsylvania. 

Granted request by WJMJ Becstg. Corp. 
for continuance of hearing from Jan. 22 to 
Feb. 25 in proceeding on its application and 
that of Young People’s Church of the Air 
Inc., for fm facilities in Philadelphia. 

Granted motion for continuance of date 
for service of exhibits under issue 12 from 
Jan. 16 to Jan. 23 and hearing from Jan. 19 
to Jan. 29, at 2 p.m., filed by Broadcasters 
Inc., South Plainfield, N.J., in proceeding on 
its am application, et al. 


By Hearing Examiner Charles J. Frederick 
on Jan. 15 


Rescheduled hearing to reconvene at 9 
a.m., Jan. 27, on am application of Radio 


WASHINGTON 
1625 Eye Street, N.W. 
NAtional 8-1990 


NEW YORK 
60 East 42nd Street 
MUrray Hill 7-4242 


CHICAGO 
'35 East Wacker Drive 
RAndolph 6-6760 
DENVER ~- 
1700 Broadway 
AComa 2-3623 


Mid-Pom Inc., Middleport-Pomeroy, Ohio. 


By Hearing Examiner Isadore A. Honig 
on Jan. 1 

On own motion, continued without date 
hearing scheduled for Jan. 20 in proceeding 
on application of Blue Island Community 
Bestg. Co., Blue Island, Ill., pending action 
on Blue Island’s petition for leave to amend 
its fm application. 


By Hearing Examiner J. D. Bond 
on Jan. 16 
Confirmed order made on Jan. 16 hearing 
record and continued further hearing in 
New Orleans, La., ch. 12 proceeding, to date 
to be fixed by subsequent order. 


By Commissioner T. A. M. Craven 
on Jan. 12 
Granted petition by Broadcast Bureau for 
extension of time to Jan. 15 to file responses 
to petition by Upland Bestg. Co., Upland, 
Calif., to enlarge issues in proceeding on its 
am application, et al. 


By Hearing Examiner H. Gifford Irion 
on Jan. 15 
Continued hearing from Jan. 30 to Feb. 10 
on applications of Frank James and San 
Mateo Bestg. Co., for fm facilities in Red- 
wood City and San Mateo, Calif. 


By Hearing Examiner Isadore A. Honig 
on Jan. 15 
On request by KWEW Inc. (KWEW), 
Hobbs, N.M., extended time for filing pro- 
posed findings and conclusions from Jan. 16 
to Jan. 23 and for replies thereto from Jan 
27 to Feb. 3 in proceeding on am application 
of KWEW Inc. 
By Hearing Examiner Charles J. Frederick 
on Jan. 15 
Scheduled hearing for 9 a.m., Feb. 27 on 
am application of Radio Mid-Pom Inc., Mid- 
dleport-Pomeroy, Ohio. 
By Hearing Examiner Thomas H. Donahue 
on Jan. 14 
On motion by Tri-County Bestg. Co.. 
Laurel, Md., continued from Jan. 15 3 Jan 
19 time for filing proposed findings in pro- 
~ 7 ad on Tri-County’s am application 
et al. 
By Hearing Examiner Forest L. McClenning 
on Jan. 14 
Scheduled prehearing conference for Feb 
2 on applications of John H. Phipps anc 


Continued on page 10: 
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CLASSIFIED ADVERTISEMENTS 


(Payable in advance. Checks and money orders only.) (FINAL DEADLINE—Monday preceding publication date.) 
e@ SITUATIONS WANTED 20¢ per word—$2.00 minimum © HELP WANTED 25¢ per word—$2.00 minimum. 


@ DISPLAY ads $20.00 per inch—STATIONS FOR SALE advertising require display space. 
e@ All other classifications 30¢ per word—$4.00 minimum. 


@ No charge for blind box number. Send replies to Broadcasting, 1735 DeSales St., N.W., Washirgton 6, D. C. 


Appticants: If transcriptions or bulk packages submitted, 
etc., sent to box numbers are sent at owner’s risk. 





RADIO 





Help Wanted—(Cont’d) 





Help Wanted—Management 





Announcers 





Aggressive manager wanted for top Missis- 

sippi station. Must have good sales back- 
round. Write, wire, phone Ross Charles, 
DDT, Greenville, Miss. 





Sales manager. Ex mgestonnns. as ae op- 
portunity. WHTG, Asbury Park, N. J. 





Station manager—For Florida proversy with 
tremendous potential. We need a stable, ex- 
perienced man who can assume direction of 
all phases of a promising operation. Write, 
wire, or call with complete information 
including es | and requirements. Hal 
King, WTTT, P.O. Box 8716, Jacksonville 11, 
Florida. Phone Raymond 4-2188. 





Sales 





Metropolitan Washington’s number one sta- 
tion expanding sales force. 5000 watts, 24 
hours a day. Genuine ground-floor oppor- 
tunity. Top station, top mone at Big modern 
chain. Rush snapshot, data, a Mana- 
ger Box 134H, BROADCAS 





Metropolitan market in southern New Eng- 
land area looking for aggressive, experi- 
enced salesman, Salary plus incentive. Will 
take over some existing accounts. Send 
resume and availability. Excellent oppor- 
tunities for earnings and advancement with 
independent music and news station. Box 
, BROADCASTING. 





Salesman — Excellent opportunity for good 
producer. Strong independent, major Indi- 
ana market. $6000 plus. Box 449H, BROAD- 
CASTING. 





First am station in major market offers 
immediate opening for experienced sales- 
man interested in making real money. Self- 
starting ability a must factor. Box 479H, 
BROADCASTING. 





Salesman for leading station in mid-south 
medium market. Good starting salary with 
opportunity for advancement. Box 522H, 
BROADCASTING. 





Salesman-announcer. Idea man capable of 
doing morning show. Salary plus above 
average commission. Immediate baeneneies No 
floaters. KCHE, Cherokee, Iowa 


California, KCHJ, Delano. Serves 1,300,000. 
Increasing sales staff. 








Expanding sales force. Wanted energetic, 
young, experienced radio salesman. Some 
local agency but mostly direct. State qualifi- 
cations and salary ———— Photo re- 
quested. Write Joe Wolfman, Sales Manager, 
KSON, San Diego. 





Solid radio salesman wanted to take over 
a sy account list. Highly successful 

1 kw soon to go to 5 kw. Opening created 
by staff promotion. Full details to WMIX 
Mt. Vernon, Illinois. 





New south Florida station metropolitan 
market needs 3 . o> Experienced, smooth, 
= a profe als only. $110 week to 


nes references, resume! Box 
21H. BROADCASTING. 





Wanted: Topnotch announcer for major role 
in 1000 watt Pennsylvania daylight station. 
Good pay for right man! Send all first let- 
ter. Box 285H, OADCASTING. 





Rocky Mountain university town needs an- 
nouncer with first phone. Send salary re- 
quirements, experience, air check. Box 355H, 
BROADCASTING. 





Staff announcer for varied duties including 
news and sales. Wages open based on ability 
oe experience. Box 404H, BROADCAST- 





Morning dj for home base of qowiee chain 
in year round vacation land. Happy — 
Fast paced in good taste. Only pros apply. 
a tape, salary. Box 444H, BROADCAST- 
I 





Staff announcer for independent Pennsyl- 
vania station. 48-hour week, large market, 
excellent salary plus over-time, vacations. 
Desire an experienced man looking for a 
permanent job in a chain organization with 
an opportunity for advancement. Tape and 
— required. Box 455H, BROADCAST- 
IN 





Wanted—Combo man with first ticket for 
am station Virginia. Must strong on 
announcing, engineering skill secondary, 
send tape and resume to Box 468H, BROAD- 
CASTING. 





Good music station—3rd market! Knowledge 
or interest in classics and announcing ex- 
perience necessary. Good salary, excellent 
future. Rush tape, photo, resume. Box 476H, 
BROADCASTING. 





Gulf coast area station seeking staff an- 
nouncer with experience, good employment 
record and personal background. Salary 
$85.00, 40-hour-work-week-opportunity for 
advancement. Send tape, resume, and photo. 
Box 504H, BROADCASTING. 





Due to health reasons have immediate 
opening for combo man who can qualify at 
one of Florida’s fastest growing independ- 
ent daytime kilowatt stations on east coast 
of Florida. Send resume, photo, all details 
and salary expected immediately to Box 
507H, BROADCASTING. 


Modern music station in Michigan wants 
good, lively announcer for night deejay 
show. Good station, good working condi- 
tions, employee benefits. Experienced men 
only, personal interview a must. No tapes. 
Write Box 526H, BROADCASTING. 








Salesmen—Needed for our Florida stations. 
We have immediate openings for responsible, 
reliable, experienced men, salary pe er- 
concaee- Send complete details to ing, 
Ww P.O. Box 8716, Jacksonville 11, 
Florida. 





Small-medium market managers-sales man- 
agers come to the city and sell for the 
south’s most pte ey tt negro radio group. 
Top salesmen make 8-10 thousand per year, 
advancing to managers making 12-15 r 
year. Opportunities unlimited, aggressive 
men 28 to 39. Send complete resume and 
photograph first letter. cLendon Ebony 
Radio, Suite 509 Lamar Life Building, Jack- 
son, Mississippi. 





Play-by-play _ sportscaster for recreated 
baseball for ball season or fulltime by 
doubling in sales or announcing. Send tape 
illustrating real or et partial game 
recreation. Outline erience, marital 
status, salary requiremen , references. Can 
pec west coast interview. Outstanding 
— nity in world’s loveliest location. 
Entact Fin Hollinger, KPOA, Honolulu. 





Good, mature announcer needed by top 
station in progressive west Texas city of 
148,000. This station is now increasing 
power to 5,000 watts and offers a real future 
to right man. Rush complete background 
information and tape to Jerry Sanders, 
KSEL, Lubbock, Texas. 
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1.00 charge for mailing (Forward remittance separately, 
ROADCASTING expressly repudiates any liability or responsibility for their custody or return. 


lease). All transcriptions, photos, 








Help Wanted—(Cont’d) 





Ammmencens 





Wanted. Good announcer with selling ex- 
perience. Immediate opening, permanent 
position. Salary commensurate with ex- 
ee. Jim Duncan, KSIL, Silver City, 





Expanding operation: Announcer—Ist ticket, 
experienced. No maintenance. Rush tape, 
resume, photo. Also sales opening. WBRD, 
Bradenton, Florida. 





Eastern North Carolina station needs ex- 
perienced announcer immediately. Good 
future for right man. Send full information 
to Lee Hodges, WCPS, Tarboro, N. C 





50,000 watts in Miarai. South’s biggest music 
and news independent has immediate 
opening for top-rated disc personality to 
program to Miami’s largest adult audience. 
Must be thoroughly experienced in music 
and news operation with broad produc- 
tion background and a warm, friendly ap- 
proach with top on the air selling ability. 
No top 40 screamers. Send tape, resume, 
and photo to Ned Powers, WINZ, Miami. 





WOC am-fm-tv, Davenport, Iowa, will ac- 
cept qualified applications for anticipated 
radio-tv staff announcer position. Experi- 
ence and board ability required. Address 
resume, picture, requirement and _ tape 
stressing dj work to program director. 





Technical 





Top Montana station needs chief engineer. 
Excellent o a for well qualified 
man. Must be able to handle directional 
pattern, ee control, maintain all broad- 
cast equipment. Excelient working condi- 
tions an —- Previous experience as 
chief necessar Forward particulars and 
references to x 399H, BROADCASTING. 





Chief engineer. Capable of 5 kw installation, 
familiar with bridge, directional (we con- 
template full time). Between 30 and 40, mar- 
ried, considers air work adequate (although 
this position requires minimum). Personal 
interview. We are within 300 miles Wash- 
ington. $7000 per year to start. Future as- 
sured good man. Write Box 490H, BROAD- 
CASTING. 





Due to health reasons have immediate 
opening for combo man who can qualify 
at one of Florida’s fastest growing inde- 
pendent daytime kilowatt stations on east 
coast of Florida. Send resume, photo, all 
details and salary expected immediately to 
Box 507H, BROADCASTING. 





First | we engineer. Some experience pre- 
ferre Must have car. No announcing. 
Fred Epstein, KSTT, Davenport, Iowa. 





Chief engineer, experienced! Must do main- 
tenance. Announcing helpful, but not es- 
sential. Immediate opening. Right pay for 
right man. Mail quali cations. WLAS, 
Jacksonville, N. C. 





Need fully experienced engineer about 24-30 
years old for responsible position. Good pay 
and expenses. Call Al Evans, WOKJ, Jack- 
son, Mississippi. Fleetwood 3-3733. 
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Help Wanted— ( (Cont'd) 





Technical 





Electronic engineers: Competent communi- 

cations engineers needed for all aspects of 

large-scale broadcasting station design. To 

design communications systems and specify 

the component equ ed required. Smith 

ectreee, Inc., —— Valley 
, Cleveland 29, Ohio. VI 2-068 


Production-Programming, Others 





Washington, D. C. market’s #1 station needs 
sharp female [e. Modern, expand- 
ing station. ulous opportunity, top 
money. Rush snapshot, data. Box 362H, 
BROADCASTING. 


News director, midwest metropolitan sta- 
tion. Must know how to stress local news in 
rapid fire modern style. Excellent produc- 
tion aids, ea phones, mobile unit avail- 


able. Send Preto. background. Box 
378H, BROAD AS 





Modern radio production director-announc- 
er. Top rated 5000 watts around clock. 10th 
largest market. Leading chain, top pay. Send 
tape. photo, letter Box 384H, BROADCAST- 





posquentve station in upper midwest needs 
4 am and tv news man and tv traffic- 

y. Stable, growing market. Excellent 

ools, housing, churches available. Com- 
pany pension and hospitalization plans. Ex- 
cellent opportunity for advancement. Send 
complete details and photo immediately. 
Box 396H, BROADCASTING. 





Newsman with ability to do more than 
routine news. We want man who can de- 
velop stories, write features, do personality 
interviews, present news from _ different 
angles. We’re a gy ty small market 
but we are trying to be different than the 
usual small market station. Prefer man 
who can announce well enough to present 
major newscasts. Send details of experience, 
recent snapshot or photo, salary require- 
ments and any other pertinent information 
to Box 403H, BROADCASTING. 





We need” an A #1 pd, must know Storz- 
McClendon-Bartell type operation  thor- 
oughly and must do a few hours on the 
board. Top station—top 50 markets, top 
pay, top benefits. Send complete resume, 
3 ¢ one Berns to Box 520H, BROA 


Experienced newsman ‘needed immediately 
in fully equipped radio newsroom. Good 
wages, many fringe benefits. Must gather, 
write and broadcast news. Write or phone 
WTTH, Port Huron, Michigan. 





Peter Smith, 222 West 59th Street, NYC, 
Judson 2-0148 or P.O. Box 493 Huntington, 
Long Island, Hamilton 1-3821, Commercial 
writers agent radio-tv (jingles etc.), ex- 
cellent contacts. 


‘RADIO 





Situations EE 





General manager—Expert in formula radio. 
Wants large market station. Running top 
formula station medium market 312 years. 
Box 25€H, BROADCASTING. 





Manager, now employed has twelve years 
experience. Mature man with proven ability 
to build a profitable station. Family man, 
stable, two and a half years with present 
station. Interested in any good opportunity. 
Prefer_a new station in the south. Box 
380H, BROADCASTING. 





Situations Wanted—(Cont’d) 


Management 





Situations Wanted—(Cont’d) 





Announcers 





Qualified manager or sales manager, eight 
years experience all phases. Strong on sales, 
rogramming, sports, music. Married, re- 
iable, desire security, advancement. Full 
particulars first letter. Box 464H, BROAD- 
CASTING. 





General manager, over 25 years experience 
seeking small market with possible stock 
opportunities. Box 477H, BROADCASTING. 


Need a manager? Station in trouble? “Can't 
pay much and prove it? Willing | to shoot 
square with me? Let’s talk; it’s cheap. 
Write Box 487H, BROADCASTING. 

















Successful commercial manager will manage 
your varied program station. Six years: 
sales, programming, announcing. University 
raduate, A.B. in radio. Active: Gideon, 
otarian, B.S.A. Married, 30, new station 
wagon. Will help build new station. Should 
give present employer 30 days notice. Box 
493H, BROADCASTING. 


Available at once, top reference, personal 
interview arranged. Experienced all phases 
of radio and promotions, sober, married, one 
child. Travel anywhere. Work salary or % 
of profit. Presently employed and bonded. 
Write Box 502H, BROADCASTING. 








General manager or sales manager, 31, fam- 
ily, Ss four years medium market 
general manager. Desire change. Box 503H, 
BROADCASTING. 





Good sales technique. Prefer deal including 
air work. Versatile. Write copy. Operate 
board. Box 226H, BROADCASTING. 


Salesman-announcer. Interesting back- 
ground in and out of radio. Experience all 


oer enc 35, married, 2 children. Box 
BROADCASTING 


Will trade. Sixty hour week and seven years 
radio sales-programming-dj experience for 
managerial opportunity. Salary second to 
opportunity and profit percentage. Box 491H, 
BROADCASTING. 








Sales executive, 10 years experience, desires 
opportunity to establish N.Y. office multiple 
station group. Box 500H, BROADCASTING 





Announcers 





Girl-dj announcer. Run own board. Can 
sell too. Eager, ee, ub- 


licity, ek Stead ay no bad habits. 
Box 232H, BROADCASTING. 


Announcer, young. Eager to learn. Good 
background. Cooperative. Operate board. 
Box 278H, BROADCASTING. 


Negro announcer/dj. Capable: Sales, music, 
controls. Good background. References. Box 
279H, BROADCASTING. 














Personality-dj; capable copy, sales, - gim- 
micks Cooperative, reliable. Operate board. 
Box 281H, BROADCASTING. 





Announcer-dj. 2 pone experience. Run ov own 


board, fo anywhere. Box 286H, BROAD- 
CASTING 





Announcer—Experienced. Also sales, serv- 
ice, production-writer. Radio-tv. Good news, 
sports, commercials. Industrious, enthusias- 
| exempt. Box 343H, BROADCAST- 





Announcer, Ist phone. 29. a ge 5 years 
varied experience. Family man, reliable, 
conscientious. Looking for permanency and 
future in west or midwest. Box 371H, 
BROADCASTING. 





General manager, 9 years from Fn up. 
Family man, college graduate, hone, 
me. references. Box 381H, BROADCAST: 





Aggressive broadcast executive with 18 
years experience now available. Experience 
includes 13 years as working sales manager, 
and general manager in radio and television 
in medium and ye markets. Ex- 
tied, ce — ——. est references, mar- 

college graduate, age onfidential. 

Box 409H, SSROADCASTING 





Manager—sales manager, operate your sta- 
tion at a profit, strong on sales, socuee- 


Married, sober, ambitious. 448H, 
BROADCASTING. 
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Announcer, 642 years experience seeking 
progressive station. an and has done 
everything. Box 375H, BROADCASTING. 


Country music first love! DJ, versatile. 
Guitar. Staff announcer. Third, no vee 
ster. Permanency desired. Box q 
BROADCASTING. 








Recent graduate professional radio school. 
Versatile announcer excels in sports. Prefer 
small market in northeast. Box 406H, 
BROADCASTING. 


Announcer, disc jockey. Graduate of profes- 
sional broadcasting school. Love all music. 
Great knowledge of recording business. 
Single. Operate board. Prefer northeast. Box 
440H, BROADCASTING. 





Announcer, versatile, operates board, good 
dise jockey, tape, photo, resume upon re- 
quest. Prefer New England. Box 442H, 
BROADCASTING. 





Negro announcer, no clown, sensible and 
intelligent ee network quality, de- 
sirous of eastern or west coast spot. Rush. 
Box 445H, BROADCASTING. 





Here’s your man! Announcer, program di- 
rector, production manager and continuity 
9 years experience. Desire progressive adult 
programming station. Available now. Will 
travel. Box 447H, BROADCASTING. 





Announcer—First phone, experienced, will! 
travel. Will consider all. Box 450H, BROAD- 
CASTING. 





Young, ambitious, family man. Has: FCC 
license, 2 years radio announcing, television 
degree, radio employment. Wants: start in 
television with possible promotion. Box 
456H, BROADCASTING. 





Announcer, versatile, operates board, good 
disc jockey, single, will send tape, photo, 
resume upon request. Box 443H, BROA 
CASTING. 





Oregon, California, 7 years experience, an- 
nouncer, program director. Mature, capable, 
creative, cooperative. References, personal 
interview. Box 458H, BROADCASTING. 





Announcer—10 years; young, single, college 
grad; music-news — programming back- 
ground; morning personality; employed; 
salary, benefits, future first letter please. 
Box 459H, BROADCASTING. 





Recent graduate of radio school desires po- 
sition in south or southwest. Married. Box 
462H, BROADCASTING. 





First-phone announcer, 9 years experience, 
desires work in northwest. Very depend- 
i Good voice. Box 465H, BROADCAST- 


Experienced announcer, family, will settle 
east for good pay, good working conditions. 
Now in large city competitive market, Ist 
ticket. Box 469H, BROADCASTING. 


Staff announcer five and one-half years ex- 
perience. Also sales, continuity, studio en- 
Gaaeree. Age 35, married, draft exempt. 

illing locate anywhere. Minimum salary 
weekly $80.00. Box 470H, BROADCASTING. 


Announcer-dj; recent professional radio 
school graduate. Trained all phases. Operate 
board. Prefer northeast. Tape, resume on 
request. Box 471H, BROADCASTING. 


Former McLendon dj and pd. Four years 
present market. Seeking security and future 
in major market. Current salary $125. Know 
my music and sports. Bachelor, 28, sober. 
Box 472H, BROADCASTING. 


PD, announcer: experienced, dependable 
staffer. 9 years radio, tv, agency. College 
grad. Travel. Box 474H, BROADCASTING. 

















Ten years, all-around announcing, with solid 
references. Finest of background, veteran 
with college. Have program director experi- 
ence, and news background. Prefer night 
work. Box 475H, BROADCASTING. 


Country music deejay, recording artist, na- 
tionally known, top man, 29, sober, reliable, 
best references, know radio promotion, 
production, energetic, employed. Desire to 
relocate. Box 480H, BROADCASTING 








Different style, relaxed dj, perfect late or 
all nite. Experienced. Box 481H, BROAD- 
CASTING. 





Do you need thoroughly trained, reliable 
family man to program, help ma nage. an- 
nounce at small southeast market? They’re 
hard to find but here’s one available for 
reasonable money 7“ ouenee. 10 years ex- 
perience, now at 50 kw, ee, best refer- 
ences. Box 482H, BROADC. STING. 





Polished announcer. Handle board. Desires 
news or dj position evenings and/or Sun- 
days within driving distance Philadelphia. 
Thorough knowled - music. Some experi- 
ence. College gra Tape, resume, refer- 
ences. Prefer _ audition. Box 492H, 
BROADCASTI > 





Graduate: College, radio school, desires sit- 
uation Washington (D.C.) area. Box 496H, 
BROADCASTING. 
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Situation Wened— ( Cont'd ) 





Announcers 





We’re a deejay. That is, I’m an us. We’re an 
unbreakable set. Let us know (uh, better 
let me know—I don’t trust the others) if 
you’ve a slot open, preferably after mid- 
night. We’ll air-sell for you and entertain 
your listeners, all for the paltry sum of 
$150. Box 237H, BRY BROADCAS ING. 





Personality dj—imaginative performer—ex- 
cellent news and commercial delivery. 
Friendly style makes listeners friends. $8000. 
No sign-on, please. Box 238H, BROADCAST- 
ING. 


Attention all radio station managers. For 
the new sound in radio meet Bill from Mil- 
waukee and John from England. Have good 
show and will travel. Box 501H, BROAD- 
CASTING 


Announcer-engineer, First ticket. Experi- 
enced, married, no children. Now employed 
in Louisiana. Prefer southeast. Box 508H, 
BROADCASTING. 


Personality dj. cabien for swinging top 
“40” operation. Tight cues and good _ pro- 
duction. Married, age 26, one child. Pres- 
— employed. Box 512H, BROADCAST- 
I : 





Announcer-dj, operate board. Recent pro- 
fessional radio school graduate. Co-opera- 


tive, reliable. Prefer small market. Tape, 
resume, photo on _ request. Box  513H, 
BROADCASTING. 


Announcer, good morning man, prefer small 
station in New England or south. Box 516H, 
BROADCASTING. 





Announcer, news, production, copywriting, 
also Ist ticket, Florida only. Prefer vicinity 
Orlando. Box 517H, BROADCASTI ING. 





Successful 21 year old disc jockey now em- 
ployed at 5000 watt station in small town, 
would like to move to station in large city. 
College rs Like playing top 40 —_ 
rock and roll. Must give present emplo 
p+ weeks notice. Box 518H, BROADCA 





Can talk or shut up! Rint intelli- 
CAS’ wy tape and see. Box 519H, BROAD- 





Announcer, single, 27, army vet, Noted 
recruit, college grad, one year law school, 
radio school grad. Deep authoritative voice. 
Box 524H, BROADCASTING. 





Young announcer, heavy peteutih, light ex- 
perience. Bilingual. Some college, radio 
school grad. Single, vet, smooth, relaxed 
delivery. Box 525H, BROADCASTING. 





Variety man strong on news $100 per week. 
Box 527H, BROADCASTING. 





Staff announcer. First-class ticket. College 
background. Classical, popular, folk music. 
Will work. Nick Carter, 510 16th Street, 
Oakland, California. 





Experienced, attractive girl 
married. Prefer New York, but will go 
anywhere if car not necessary. Worked 
with Ray Starr one of the greatest go- 
getters in radio. Operate board, copywrit- 
ing time sales. Gloria Charles, 11 Riverside 
Drive, New York City, % Rotolo. 


announcer— 





Experienced woman announcer ~ continuity 
writer. Excellent references. Upper midwest 
preferred. Lois Dietz, Nashua, Iowa. 





Top discomedian. 37. Wrongly wedded to 
present station, divorcing on grounds non- 
support, incompatibility, seeking permanent 
mate. 15 years top-rated, far above-average 
radio-tv with “‘savvy,” know-how, phenom- 
enal comedy ad-lib, excellent sales success. 
Zany but intelligent humor. Miami, Dallas, 
Milwaukee, New Orleans, also McLendon, 
Bartell experience. Emceed Mutual net show 
144 years. Friendly departure with present 
boss. Tape, excellent references, brochure. 
$225 per week. DJ, 342 Carilla Lane, Colum- 
bus 4, Ohio. 


Experienced. announcer-news director seeks 
re-location in the Michigan area. Presently 
employed. Jim Goodspeed, KMAN, Man- 
hattan, Kansas. 8-4451. 
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___ Situations Wanted— (Cont'd) 





Announcers 


Rupestenesd announcer—All eee me 
on country and gospel music. Family man, 
best references. Contact Bob Henderson, 
1920 Virginia Ave., Knoxville, Tenn. Phcne 
3-2454 Knoxville. 





Young announcer specializing in sports and 
dj. Audition tapes available. Write Arnie 
Mann, 221 East Second Street, Brooklyn 18, 
New York. 





First phone announcer. Fast, bright, tight 
production one year experience, 24, married, 
California only. Bob Tobin, 470 South Al- 
mont Drive, Beverly Hills, California. 


Technical 





Chief engineer—Experience 5k am _ direc- 
tional high power fm, multiplex, remote 
control installation, maintenance, supervi- 
sion. Age 40. Best references. Box 422H, 
BROADCASTING. 


First class phone. Married. Dependable. 
Must work in the New York metropolitan 
a: ae Box 451H, BROAD 








Old fashion chief enginer announcer that 
still believes in good radio looking for job 
at station with same views. Thoroughly ex- 
perienced in construction and maintenance 
am, fm and da. Married, family, non- 
drinker. Good reason for change. East 
Texas at present. Permanent only and com- 
plete information first letter, please. Box 
483H, BROADCASTING. 


Experienced all phases. “Have worked large 
and small market radio. Good engineer, 
good announcer, enough sales experience 


to believe I have potential. Want job 
with management possibilities. Box 489H, 
BROADCASTIN NG. 


Combo man, seven "years at present position 
with Pennsylvania network affiliate, desires 
relocation in major west coast market. Will 
serve in either or both capacities. Sincerely 
interested managers furnished all particu- 
nae. on request. Box 497H, BROADCAST- 


Production-Programming, Others 

Experienced program manager, 6 years | ra- 
dio. Presently employed. Excellent air man. 
Box 368H, BROADCASTING. 


News director—16 years experience,  avail- 
able for large market operation. Box 446H, 
BROADCASTING. 


Producer-director — creative, capable. B.S. 
Degree, three years experience radio, tv 
writing, production, including comedy, va- 
riety, musicals, news, sport remotes, public 
affairs, kids shows. Presently employed 
three-station market. Must relocate due to 
station cutback. 25, single, excellent refer- 
ences. Box 457H, BROADCASTING. 


Creative idea man for sales presentations, 
copy-continuity-traffic. Minimum d 

month. Locate anywhere. Family. Need job 
immediately. Box 467H, BROADCASTING. 











Live wire program n director currently un- 
happy in major network affiliate in one 
of top 5 markets. Goofed! . .. so want to 
relocate with an aggressive music/news 
operation. Anywhere! 12 years radio, in- 
cludes McLendon and friends. Wire, write, 
confidentially, Box 488H, BROADCASTING. 
ew! Help! 





Program director experienced : all phases 
radio. Formula or block. Midwest ont $115 
start. Box 499H, BROADCASTIN 


Continuity director, woman. ‘Eleven years 
radio-tv. Fast, versatile, cooperative. Ex- 
=~ references. Box 510H, BROADCAST- 


News. Reporter, broadcaster, director. “Ex- 
perienced, reliable, conscientious. Personal 
interview preferred, in midwest. Box 511H, 
BROADCASTING. 


TELEVISION 


Help Wanted—Sales 


Top-rated California vhf network affiliate 
has immediate opening for aggressive sales- 
man interested in improving income and 
future. Send complete resume including ex- 
perience, sales record, personal history and 
recent photo to Jon Kelly, Local Sales Man- 
ager, KCRA-TV, Sacramento, California. 














Help Wanted—(Cont’d) 





Sales acditn open with top oun station 
in upper south. Excellent list of accounts 
with big dollar volume to the man qualified 
to service these customers. Promotion in 
sales department makes this spot open. Sal- 
ary guaranteed and attractive commission 
arrangements, starting with first dollar in 
sales. We want a man who will be unhappy 
with less than $8,000-$10,000 in 1959. We have 
no maximum. Living and working condi- 
tions excellent, good schools and churches 
of all faiths. Television market exceeds 
400,000 sets. Will consider radio experience 
with A-1 sales record. We will teach you 
television. This is a character station with 
good rates, policies. Write all about your- 
self, family and experience. Send snapshot 
if one available. Do not delay writing Box 
330H, BROADCASTING. 





Technical 





Transmitter engineer first phone, experience 
with RCA uhf equipment essential. Midwest 
station. Excellent opportunit d for right man. 
Send complete resume and recent photo. 
Box 364H, BROADCASTING 


Tired of snow, move south. Need "experi- 
enced engineer. Paid insurance, retirement 
and other benefits. WAIM-WCAC-WAIM- 
TV, Anderson, S. C. 


TV transmitter supervisor for mountain top 
DuMont installation. Must have experience. 
C. E., WPTZ, Plattsburgh, New York. 





Production-Programming, Others 





Commercial artist—for promotion depart- 
ment, radio-tv operation, Virginia. Send 
samples, brochure, picture, complete back- 
ground information to Box 463H, BROAD- 
CASTING. All replies answered, all ma- 
terial returned. 





Creative commercial copywriter, experi- 
enced in tv and radio. Position open March 
1. Excellent opportunity with top operation. 
Mail complete details with sample work to 
Program Director, KRNT, Des Moines, Iowa. 


Experienced television copy writer. Send 
resume, samples, and salary 2 aaa 
to Program Manager, WANE-TV, Fort 
Wayne, Indiana. 


TELEVISION 








Situations Wanted—Management 








General m manager with proven small market 
record available for personal interview. 
Box 478H, BROADCASTING 


Sales 


Radio-tv ‘sales executive desires. affiliation 
with major-market station. Excellent refer- 
ences. 10 years same station. 16 years ex e 
ence. Write Box 358H, BROADCAST 








Announcers 





Tv announcer on camera, booth, presently 
employed. Looking for more. Young, mar- 
ried, family. Tape, photo, resume on re- 
quest. Box 460H, BROADCASTING. 





Weather, news, sports, commercials. ~ Can 
ag good job. Some directing. Midwest 
$110 start. Box 498H, BROADCASTING. 


Booth announcer for new station. Good 
sounding. No television experience, but 
some radio experience. Box 506H, BROAD- 
CASTING. 











Announcer-director- -production. 4 years tele- 
vision, 13 years radio. Presently employed. 
Prefer far west. Minimum $650. Box 515H, 
BROADCASTING. 


Techuieal 
ll years ‘experience. Planning ne 
and _ construction. 7 years  superviso 
Northeast preferred. Box 389H, BROA 
CASTING. 


Chief of small tv station wants opportunity 
in larger operation. Experienced am, a 
vhf maintenance and construction. Box 
414H, BROADCASTING. 


TV technician. First phone, experienced all 
phases studio operation and remotes. One 
year with large vhf. Comes with highest 
recommendations, available immediately. 
Box 494H, BROADCASTING. 
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Situations Wanted—(Cont’d) 





Technical 





Situations Wanted—(Cont’d) 





Production-Programming, Others 


FOR SALE—(Cont’d) 





Equipment 





Maintenance and control-room operator, Ist 

hone. Excellent training. Desires position 
in tv broadcasting. Available immediately. 
Box 521H, BROADCASTING. 


Qualified young man seeks 
neering department. Have first phone. Will 
travel. Available — eee. Box 523H, 
BROADCASTING 





sition in engi- 





Production-Programming, Others 


Experienced newsman: Now heading vhf- 
am newsroom. Consistently ahead with 
regional, national news. aa at aoe 
specialist. Seeking news _ directorshi 
Auth staff job. Member RTNDA, 
uthoritative Coliverz,, oP references. Box 





» BROADCA 


Need teen show? Kids show? Women’s fea- 
ture? Specials? Live productions. All kinds. 
feo Productions. Box 430H, BROADCAST- 





TV production man 23: Experienced com- 
plete television studio production and 
equipment with large vhf station. Also 
done tv and radio sales, promoted — 
shows, hops recording stars, bookings, etc. 
Full of ideas, will relocate anywhere. 
el . Write Box 514H, BROADCAST- 





First phone announcer-engineer. Thorough 
knowledge television, radio, zonging from 
maintenance to management. Presently em- 
ployed in television as announcer — all 
around engineer. Seeking employment in 
higher paying market, offering opportunity 
in exchange for loyal, energetic service. Call 
Louis Anthony Ullo, Juniper 8-1978, or write 
— South Tacoma Way, Tacoma, Washing- 
on. 





FOR SALE 





Stations 





Producer-director: 3 years tv vhf produc- 
tion, 3 years radio. Film, continuity, sales 
experience. Vet, 28, married, college degree. 
Will locate anywhere. Box 461H, BROAD- 
CASTING. 





Production manager: 9 years radio, tv, film. 
Currently production manager film division 
of ad agen 7. Solid professional background. 
College at gra Will travel. Box 473H, BROAD- 





No apprentice, but a proven program man 
backed by over five million dollars worth of 
multi-vhf market, station executive experi- 
ence, ten years daily building with tv and a 
record in the “books” and on the ledgers of: 
1. “Putting on”, programming and overall 
operational responsibility for the first ABC 
qaeenty dominating prior established 
BS and NBC, vhf competition. And 
took to back. 2. “Putting on” and pro- 
gramming what Ollie Treyz calls ‘The top 
ABC affiliate in the country.” Plus a prime 
news and public service record repeatedly 
documented in national awards. Eyewitness 
references from people who know and you 
know in station management, networks and 
sales. Young 40. Family. Ready for an 
honest, permanent ew challenge and/ 
or management o rtunity. John Q. Quig- 
ley, B Box 495H, B OADCASTING. 


Skilled young man an desires any tv production 
assignment, assistant director, floor man- 
ager, camera, audio, etc. College graduate, 
with experience in tv production. Available 
immediately, an ‘mente in U.S. Box 505H, 
BROADCASTIN 





Talent and production—female, professional 

school graduate, experienced, no preferred 

location. Information upon request. Box 
BROADCASTING. 








IMPORTANT 
ANNOUNCEMENT 


Effective February 2, 1959, all Classified 
FOR SALE-STATIONS advertising from 
individuals or brokers must be in the 
form of display advertising, minimum 
one inch (2%” wide by 1” deep). 


The one time rate for an inch display, is 
$20.00. The 13 time rate is $19.00. The 
26 time rate is $17.50. The 52 time rate 
is $15.00 per inch. Proportionate inch 
rates apply for larger units. (Example: 
1%” display on the one time rate costs 
$30.00.) 


If proofs are desired before publication, 
the deadline is 10 days in advance of 
Monday publication. Otherwise, final 
deadline is 7 days in advance, no 
proofs. 
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Southwestern 500 watt daytimer, single sta- 
tion market. Over 500 retail businesses; 
equipment only two years oo Excellent 
———_ for owner-mana, $40,000 c 

r quick sale. Box 266H, B. SOADCASTING, 





Exclusive daytimer, 500 watts, excellent fa- 
cilities, clean, cop operation. Price 
$80,000, with $25,000 down. Growing south- 
west market. Box 441H, BROADCASTING. 


Fulltime medium market station $190,000; 
$50,000 down payment; daytime monoply 
market station $70,000, terms; upper south 
area. Chapman Company, 1182 West Peach- 
tree, Atlanta, Ga. 








Northwest 250-watt fulltimer for sale to 
settle estate. Price sixty thousand, $25,000 
down and balance on _ reasonable terms. 
Box 797, Rancho Santa Fe, Calif. 





KCHS says: For the truth, this roperty is 
worth the $44,000 asked this week, so don’t 
pay the consequences and let it get away. 
Good terms, Box 351, Truth-or-Consequen- 
ces, New Mexico. 





Gulf coast area medium market, diversified 
area, $97,500; terms. Chapman Company, 
1182 West Peachtree, Atlanta, Ga. 





California southern-market kilowatt $110,- 
000.00. Wilt Gunzendorfer and Associates, 
8630 W. Olympic, Los Angeles. 


Norman & No ny 510 Security Bldg., 
Davenport, Iowa. an, peemaon, © apprais- 
als, handle with care and discreti pe- 
rienced. Former radio and television owners 
and operators. 








Purchase opportuni Great Plains state, 
medium market ,000 down payment 
$208,000 total. Chapman Company, 1182 West 
Peachtree, Atlanta, Ga. 





California-quarter-kilowatt $25,000.00 cash 
= price. Wilt Gunzendorfer and Associates, 
8630 W. Olympic, Los Angeles. 





Write now for our free bulletin of outstand- 
ing radio and tv bu ~ Pr throughout the United 
States. jack L. Stoll & Associates, 6381 Hol- 
lywood Bivd., Los Angeles, Calif. 


Southwest large market, $325,000, terms; 
small market, $30,000, $1 15,000 down payment. 
Chapman Company, 1182 West Peachtree, 
Atianta, Ga. 








West-coast quarter-kilowatt $60,000.00. $25,- 
000.00 down. Balance 5% interest. Wilt Gun- 
zendorfer and Associates, 8630 W. Olympic, 
Los Angeles. 





Major market station in southeast $250,000. 
Chapman Company, 1182 West Peachtree, 
Atlanta, Ga. 





Equipment 





General Radio equipment in excellent con- 
dition. 759 sound level meter and 760 sound 
analizer. Cost approximately 700.00. First 
395.00 takes both. 726A VTVM like new 
75.00. Box 452H, BROADCASTING. 


Six Western Electric 618A microphones 
90.00 each and two 630A eight balls 65.00 
each. All of these micro’ ne are like new. 
Box 453H, BROADCASTING. 








Presto PB17 eight hour mechanism in Presto 
CC4 console cabinet. Excellent condition 
Original cost approximately 850.00. 475.00 
crated fob shipping point. Box ; 
BROADCASTING. 





FM transmitter. RCA 1- kilowatt model BTF- 
1C. Immaculate condition. KPEN, Atherton, 
California. 


Console _ tape “recorder—RCA- RT11B like 
new with complete remote control. Make 
offer Henry Niederkofier, Chief Engineer, 
WCUE, Akron, Ohio. 





Auricon model 70 200 ft. camera one inch 
F1.9 Eastman lens. Highly modified N.R. 25 
type amplifier. Snd. track bias reverse for 
positive track on neg. film and = 
Individual two mike inputs. Mike, 25 
cable Auricon tripod with pan head $700.00. 
Write or call for details. Thom Figneguy 
Film Director, WTVO-TV, Box 470, el. 
3-5413. Rockford, Illinois. 





4 Bay Collins ring antenna (96.5), 600’ of 
3144” Andres #562 transmission line, elbows, 
reducers to adapt to any transmitter. 
$3300.00 fob Milwaukee, Wis. Contact Charles 
Lomas, Rt. #2, Box 270B, Menomonee Falls, 
Wis. or phone 5881. 


WANTED TO BUY 








Stations 





Small or medium market station, or cp. Pre- 
fer fulltime, will consider daytime. Location 
open. Reasonable down payment and terms 
desired by experienced and = op- 
erator. Box 841G, BROADCASTIN 





Capable and proven party wishes to lease 
medium size station. Southeast preferred. 
Box 12, Tuscaloosa, Alabama. 





FM station in metropolitan area. Write 
Percy Crawford, P.O. Box #1, Philadelphia 
5, Pennsylvania. 


Equipment 


Urgently “need 5-10 watt working 940 MC 
Audio STL, receiver, some and antennas. 
Box 405H, BROADCASTING 





2 kw RCA tv lowband transmitter prefer- 
ably TT-2AL. Box 486H, BROADCASTING. 


Wanted: Used disc recording equipment in 
ood condition-broadcast quality. KASI, 
mes, Iowa. 








Wanted: Used limiting amplifier. State model 
and price wanted. Have for sale or trade 
Saee 16” Fairchild pickup arms, model 202 
wi 





equalizers. anager, KAYS, Hays, 
Kansas. 
Rear screen projector. State make and 
model, price and condition first letter. 


KWWL-TV, Waterloo, Iowa. 





RCA TTR-1 microwave system. Give condi- 
tion and price. John Shott, WHIS-TV, Blue- 
field, West Virginia. 





Used proof of performance peaks sE*. Cheap. 
Okay if needs small repair. Coving- 
ton, Tennessee. 





Wanted: Types 6181, 6448, 5563-A, 1850-A 
(Iconoscope), 10SP4- A tubes, used or new. 
Send full details to Glenn W. Winter, Chief 
Engineer, WSBA-TV, York, Pennsylvania. 





Used electronics only for Ampex 350. Wally 
Heider, Sheridan, Oregon. 





Want cameras, tv fm, am, _ transmitters, 

studio terminal equipment. Also want Du- 

Mont fm exciter type 5067B for transmitter 

1000/2000. Reply, Technical Systems, Corp., 

1201 43rd Avenue, Long Island City 1, New 
ork. 





MISCELLANEOUS 


Bingo Time U.S.A. printers of personalized 
bingo cards for Lig television or newspa- 
per ad promotions. 1025 Lincoln Street, Den- 
ver 3, Colorado. 








Introductory offer! Over 1000 riotous air- 
worthy gag-lines $3.00! Edmund Orrin, 1819- 
E. Golden Gate, San Francisco 15, California. 
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BUSINESS OPPORTUNITY 





Phenomenal potential earnings await $10,- 
000 investment. Station owners preferred. 
roe details write Box 466H, BROADCAST- 
ING. 





INSTRUCTIONS 





F.C.C. first phone preparation by corre- 
spondence or in resident classes. Our schools 
are located in Vieeieneen, Hollywood, and 
— For details, write Grantham School, 
Desk —_— Street, N. W., Was hing- 
ton, 


FOR SALE 





Stations 








aa 


HEB SS FOR RENT RRS 
110 seat screening theatre 
10th floor, 325 W 44 St., NYC 


Fully air-conditioned 
Private entrance 












First-phone in six weeks. Intensive waming 
in resident class. Broadcast and dj training 
included, no extra cost. Pathfinder Radio 
Services, 510 16th St., Oakland, California. 
TWinoaks 3-9928. 





FCC first phone license in six weeks. Guar- 
anteed instruction by master teacher. G.I. 
approved. Phone FLeetwood 2-2733. Elkins 

Radio License School. 3605 Regent Drive, 
Dallas, Texas. 





Since 1946. The rs oumne for FCC ist 
phone license, 5 to 6 Reservations 
required. Enrolling now for a t- starting 
March 4, June 24, Sept. 2, and Oct. 28. For 
information, references and reservations 
write William B. Ogden Radio Operational 
Engineering School, 1150 West Olive Avenue, 





Burbank, alifornia. 
First phone license by corres eptanes. 
Coaching until license secured. ective- 


inexpensive-minimum time. Pathfinder Ra- 
= Services, 510 16th St., Oakland, Cali- 
ornia. 





TV tape recorder. Correspondence course 
and home construction details. Build your 
own television recorder. Complete Course 
and Construction details $18.75. B. Carrier 
Co., 5880 Hollywood Bivd., Hollywood 28, 
California. 





RADIO 





Situations Wanted—Announcers 





PB SBVeVeVeweewsesVseswsesesweseseseaesesaas 


DISC JOCKEY 
Presently employed in one of the top 
10 markets, by Network affiliate. 
With net, this station won't swing! 
I’m looking for indie operation that 
moves. Eight years with Nation’s top 
radio and tv stations. 

Box 484H, BROADCASTING 


-BBARBRBVABRRARBRRSRESERREAEBEEAEE SE 


 —AREBBBBEBEE 
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Production-Programming, Others 





Se 6 $a 6 Se FS Ss 
PROGRAM DIRECTOR 
Major market dj seeks to move into 
Management. Want station that will 
give authority with title. Would like 
to take “sick” station and make it 
“healthy,” with progressive format, 

and “swingin’ sound.” 8 years. 
Box 485H, BROADCASTING 
e 





TELEVISION 





Situations Wanted 





Production-Programming, Others 





$6,000 Television Artist 
Studio one. Man Available 
Ron Jones 
Goodin > Idaho 
Phone: WE 4-4195 
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WANTED TO BUY 














Equipment 
WANTED—W ANTED— 
BC-507-x freq monitor ........ $125 
BC-223-m freq monitor ........ $150 
BC-221 freq monitor ....... $ 80 
BC-906-C freq monitor ........ $ 12 
BC-312 NE GS. ie $ 60 


Cash paid for units in good condition 
Southern Electronic Products 
Atlanta 1, Georgia 











EMPLOYMENT SERVICE 








A Speciclized Service For 
Managers cial M 
Chief Engineers peor Managers 


CONFIDENTIAL CONTACT 
NATIONWIDE SERVICE 


BROADCASTERS EXECUTIVE PLACEMENT SERVICE 


1736 Wisconsin Ave., N. W. 
Washington 7, D. C. 














THE DYNAMIC CENTER OF 
A GROWING AMERICA 
WELCOME SOUTH BROTHER! 
Offering Tremendous Opportunities 
TO: TV Announcers. RADIO Announcers 
Engineers Engineers 
Immediate Openings Available 
Write—Wire—Phone 
PROFESSIONAL PLACEMENT 
458 Peachtree Arcade 
Atlanta, Ga. 
JA 5-4841 














Dollar 
for 
Dollar 


you can’t 
beat a 
classified ad 
in getting 
top-flight 


personnel 


Georgia State Board of Education for new 
tv stations to operate on ch. 8 in Waycross, 
Ga. 


By Chief Hearing Examiner James D. 
Cunningham on Jan. 13 


Denied petition by Patrick Henry Bestg. 
Corp. (WHEE), Martinsville, Va., for leave 
to intervene in proceeding on am applica- 
tions of Old Belt Bestg. Corp. (WJWS), 
South Hill, Va., and John Laurino, Scotland 
Neck, N.C 


By Hearing Examiner Jay A. Kyle 
on Jan. 14 


Denied motion by Walter G. Allen, Hunts- 
ville, Ala., to quash notice of intention to 
take depositions in proceeding on his am 
application and that of Marshall County 
Bestg. Co., Arab, Ala. 


By Hearing Examiner J. D. Bond 
on Jan. 13 

Formally stated rulings made on record at 
Jan. 9 third hearing conference disposing of 
various filings in proceeding on am applica- 
tions of Berkshire Bestg. Co. (WSBS), Great 
Barrington, Mass., and Naugatuck Valley 
Service Inc., Naugatuck, Conn.; scheduled 
hearing on March 3; granted request for 
substitution of WTEL Inc., as party re- 
spondent, in lieu of Foulkrod Radio Engi- 
neering Co.; ordered Jan. 14 as effective date 
of order for appeal purposes. 


By Hearing Examiner Forest L. McClenning 
on Jan. 13 
Granted motion by Russell G. Salter Inc., 
Dixon, Ill., for leave to amend its am appli- 
cation by mod. of DA proposal. 


PETITIONS FOR RULE MAKING FILED 


Wm. Penn Bestg.:Co. (WPEN), Philadel- 
phia, Pa. (1-13-59) — Requests rule-making 
proceedings in order to authorize regional 
stations to operate with powers up to 25 kw. 
Announced Jan. 16. 


License Renewals 


Following stations were granted renewal 
of license: KCOG Centerville, Iowa; KDEC 
Decorah, Iowa; KFAL Fulton, Mo.; KGBX 
Springfield, Mo.; KGHM Brookfield, Mo.; 
KLGA Algona, Iowa; KLWT Lebanon, Mo.; 
KODE Joplin, Mo.; KOKX Keokuk, Iowa; 
KSIB Creston, Iowa; KSIS Sedalia, Mo.; 
KS Mason City, Iowa; KTCB Malden, 
Mo.; KWVY Waverly, Iowa; KBOA-FM 
Kennett, Mo.; KFUO-FM Clayton, Mo.; 
KGLO-FM Mason City, Iowa; KROS-FM 
Clinton, Iowa; KCMO-FM Kansas City, Mo.; 
KTTS-FM Springfield, Mo.; KWOC-FM Pop- 
lar Bluff, Mo.; KWPC-FM Muscatine, Iowa; 
KWPM-FM West Plains, Mo.; WHO-FM Des 
Moines, Iowa.; WOC-FM Davenport, Iowa: 
*KCUR-FM Kansas City, Mo.; *KDPS (FM) 
Des Moines, Iowa; *KSLH (FM) St. Louis, 
Mo.; *KSUI (FM) Iowa City, Iowa. 


NARBA Notifications 
CANADIAN 


List of changes, proposed changes and 
corrections in assignments of Canadian 
broadcast stations modifying Appendix con- 
taining assignments of Canadian broadcast 
stations attached to recommendations of 
North American Regional Bestg. Agreement 
Engineering Meeting. 


980 ke 


Montreal, P.Q.—10 kw, DA-1, U. Class III. 
EIO 12-15-59. Mod. of notification on list 114. 


New. 
1080 ke 


Prince Rupert, B.C.—5 kw, DA-1, U. Class 
If. Delete assignment. New. 


1110 ke 


Cornwall, Ont.—1 kw, DA, D. Class II. EIO 
12-15-59. Location 45° 00’ 27” N., 74° 37’ 05” W. 


New. 
1230 ke 


CKBB Barrie, Ont.—0.25 kw, ND, U. Class 
IV. Delete assignment, vide 950 kc. 

Midland, Ont.—0.25 kw, ND, U. Class IV. 
EIO 12-15-59. Location 44° 43’ 35” N., 79° 53’ 
38” W. New. 


Abbreviations: 


DA—directional antenna. c onstruction 
permit. ERP—effective radiated power. vhf 
—very high frequency. uhf—ultra high fre- 
quency. ant.—antenna. aur.—aural. 
visual. —kilowatts. w—watt. me—mega- 
cycles. D—day. N—night. LS—local sunset. 
mod.—modification. trans.—transmitter. unl. 
—unlimited hours. kc—kilocycles. SCA—sub- 
sidiary communications authorization. —_ 

al 














—special service authorization. STA 
temporary authorization. *—educ. 
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NOTICE TO EDITORS—For more than 30 years, Metropolitan Life 

. has sponsored advertising messages on national health and safety. 
Because of public interest in the subject matter of these advertise- 
ments, Metropolitan offers all news editors (including radio news 
editors) free use of the text of each advertisement in this series. 


health and safety. 


The text may be used in regular health features, health columns 
or health reports with or without credit to Metropolitan. The 
Company gladly makes this material available to editors as one 
phase of its public-service advertising in behalf of the nation’s 
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CES 


Help your family to a healthy, happy winter... 


HERE IS, Of course, no sure way to escape 
Teotds and other respiratory ailments 
during the raw and chilly months of winter. 
But there are certain safeguards that you 
can take now to help you go through this 
season in better health—and enjoy some of 
those invigorating days that the winter sea- 
son always brings. 


Keep in top physical condition. If you 
neglected to have a health examination dur- 
ing the past year, now’s the time to see your 
doctor for a check-up. If you’re especially 
susceptible to colds, he may want to give 
you one of the immunizing agents to in- 
crease your resistance. 


Eat a well-balanced diet. Food provides 
fuel for warmth and energy . . . and what 


you eat has an effect on whether you catch 
colds easily and whether you recover 
quickly from an illness. If your meals—in- 
cluding a good breakfast—are based on a 
wide variety of foods, you can be sure of 
getting all the proteins, vitamins and min- 
erals you need. 


Get lots of rest and sleep. Fatigue can 
lower your resistance te respiratory dis- 
eases. Plenty of rest, sleep and recreation 
can help you avoid that “‘run-down”’ feel- 
ing that so many people complain of dur- 
ing the winter season. 


Stay away from people who have colds. 
When someone has a respiratory disease, 
it’s easy to pick up germs from the sick 
person. Be particularly careful to protect 


young children from people who sneeze 
and cough carelessly. 


Avoid drafts and chilling and always wear 
clothing suited to weather conditions. It’s 
also wise to stay out of crowds. 


If you protect your health in these ways, 
the chances are that your resistance to 
colds, virus infections and pneumonia will 
be increased. In the event you develop one 
of these ailments, your ability to fight the in- 
fection and recover quickly will be greater. 


Remember that the danger of the com- 
mon cold lies mainly in other infections 
that may follow it. So, if your cold is ac- 
companied by fever, a persistent cough, or 
a pain in the chest, face or ear, call your 
doctor promptly. 








COPYRIGHT 1956— METROPOLITAN LIFE INSURANCE COMPANY 


Metropolitan Life Insurance Company 


(A MUTUAL COMPANY) 





1 MADISON AVENUE, New YorK 10, N. Y. 
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our Respects To Walter Ingalls Kingsley 


Powerfully-built Walter I. Kingsley 
crashed his way into the tv film busi- 
ness, but not through brawn. An auto 
accident lifted him out of a carefully 
planned medical career and into a top 
post in the tv film field. 

The transition, though, was _ not 
quite as quick as the accident itself. 

The auto mishap happened in an 
instant on Jan. 26, 1946, and 12% 
years later Mr. Kingsley at the age of 
35 became president of Jack Wrather- 
formed Independent Television Corp. 
In the interval, Mr. Kingsley had a 
crack at several different lines of en- 
deavor. 

Shirt-sleeve work and youthful drive 
characterize ITC’s burgeoning effort to 
become the biggest tv film entity of its 
kind in the world (target is 1960). They 
also describe Mr. Kingsley to a “T’— 
it has to be that way, he says. ITC is 
a $25 million tv film production-dis- 
tribution-financing company established 
for world-wide operation by the Jack 
Wrather Organization, Beverly Hills, 
Calif., and Associated Television Ltd., 
London. 

The Forward Look e Half the age of 
many a Steel-grayed board chairman, 
Mr. Kingsley sees a challenge ahead 
over which work and youth can tri- 
umph. Across his well-tooled desk at 
ITC’s headquarters in the Look Bldg. 
on Madison Ave. pass memoranda de- 
tailing the firm’s forward look in film 
as well as the routine of day-to-day op- 
eration. 

On Oct. 20, 1923, in New York 
City, Samuel Kingsley (now with the 
brokerage firm of Kingsley & South- 
wood, member of the New York Stock 
Exchange), celebrated the arrival of his 
second son, Walter Ingalls Kingsley. 
Walter was brought up in suburban 
Larchmont along with brothers Jerry, 
the eldest, and Leonard, who is 
younger. He attended Phillips Academy 
at Andover, Mass., and in the sum- 
mer of 1942 enrolled in pre-medical 
study at Amherst College. 

A year later he was in the Army 
continuing pre-med and in 1944 mar- 
ried Betty Bower of Fort Smith, Ark., 
a U. of Chicago student. Admitted 
to the U. of Minnesota to complete his 
pre-med, Mr. Kingsley in 1946 was 
driving to the separation center at 
Camp Atterbury, Ind., with his wife 
when the accident occurred. 

Ticket Taker ¢ That changed a few 


things. First it took the Kingsleys back 
to New York where he took a job as 
ticket salesman with American Airlines 
and his wife with Sky Chefs at La- 
Guardia Airport while recovering from 
minor injuries. In June of that year it 
was Amherst again and another round 
at pre-med but economics were catch- 
ing up and appropriately Mr. Kingsley 
switched from medicine to an econom- 
ics major. 

At this time, Mr. Kingsley, whose 
diverse talents included the drums and 
some piano with the Cats ’n’ Jammers 
dance and jazz band and a fling at 
dramatics at college, started the Vet- 
eran Speaks show on WHYN Spring- 
field, Mass. In September 1947 he 
joined WHOB (now WGAW) Gard- 
ner, Mass., where he sold time, wrote 
copy, announced, played piano and 





handled a sports show. A few months 
later he became commercial manager 


and in March 
Boston. 

From radio, Mr. Kingsley went to 
tv film—at Ziv Television in Decem- 
ber 1949 as the first salesman hired 
specifically for tv and assigned to the 
Northeast, working out of Boston. In 
October 1950 he moved to the New 
York sales department, in September 
1951 was sent to the West Coast to 


1948 joined WCOP 


develop Ziv’s western tv operation from 
Los Angeles, served as western division 
sales manager from 1952 to the sum- 
mer of 1955 when he returned to New 
York to set up a national sales depart- 
ment. In September 1957, Mr. Kingsley 
became Ziv-Tv’s general sales manager 
for all syndication. He left in July 1958 
to become president of ITC. 

Back of this rapid stride is Mr. 
Kingsley’s obvious knack in admin- 
istration—knowing how to organize and 
how to coordinate. He says, “ITC is gen- 
erated by young, dynamic people. We 
are putting together what we believe 
will be the best integrated production 
and distribution organization in the 
field.” 

Be the Best e¢ He remembers the 
advice of his father: “He always said 
that if you become a peanut vendor— 
be the best on the street.” 

Mr. Kingsley and his family live at 
Stamford, Conn. The Kingsleys are 
carrying on the male line: they have 
three boys, Sam 10, Jim 7 and Tom 5. 
His greatest athletic play today is “with 
the kids,” but he does indulge in some 
grownup sport; he’s a competent ten- 
nis player and dabbles in golf (at col- 
lege, athletics included intramural bas- 
ketball and football). 

Life at the Kingsleys is to the tune 
of music interests. Mr. Kingsley keeps 
his fingers on the piano keys—a way 
to let off steam, he says—and on very 
rare occasions takes to the drums (he 
can still play them). His wife also plays 
piano and a son is adept at the accor- 
dion. 

His interests include jazz records. 
He’s an avid collector and the holder 
of original 78 rpm “shellacs” recorded 
by Benny Goodman. 

His participation in organizations is 
limited and includes membership in 
Big Brothers of America (he was one 
of the founders and charter members 
in the Los Angeles chapter) and the 
Amherst Club of New York. 

Of film he says, “There must be a 
flow of product,” and ITC apparently 
is set to provide it. By the spring, he 
says, ITC will have a new release every 
other month. The sales operation now 
of about 40 people should be doubled 
by next June. 

Physically, he continues, ITC is as 
big as any other film company and 
plans to be the “outstanding firm in tv 
film programs and production.” 


His father’s advice: “Be the best on the street.” 


BROADCASTING, January 26, 1959 


105 





EDITORIALS 





Reasoned rates 


NE of the stickiest problems radio has had to contend 

with has been the differential between local and na- 
tional rates. Alert national advertisers have sought in 
various guises to be identified as local businessmen in order 
to get the lower local rate. Too often they have succeeded. 
More recently the problem has cropped up in television, 
too. 


The system of different rates for national and local 
business traces back to the precedent set by newspapers and 
the theory that radio, especially, delivers circulation beyond 
the range of the local advertiser—excess circulation which, 
while valuable to the national advertiser, has no real worth 
to the local dealer. At least that’s the theory, although the 
latter-day mobility of people leaves it suspect now. 

In any case, the problems created by national advertisers 
seeking local rates through their local dealers are themselves 
enough to make a station, thus beset, wonder about the 
feasibility of remaining on the double standard. Many 
stations must wonder, too, about the ijogic of the situation 
when they write the copy and perform other agency services 
for the local advertiser—and still charge him lower rates. 

The problems confronting stations can and do spill over 
into the agency area. To keep from losing billings to a local 
agency which is getting it “wholesale” for a national client, 
the original agency may feel compelled either to apply pres- 
sure for local rates itself, or else recommend media whose 
rate systems do not encourage such local diversion of 
billings. 

Against this background it makes sense that a movement 
toward adoption of a single rate for all advertisers appears 
to be taking form. The three Balaban radio stations (WRIT 
Milwaukee, KBOX Dallas and WIL St. Louis) and KTUL 
Tulsa announced a week ago that in the future they would 
have single rates for all advertisers, whether local or na- 
tional (BROADCASTING, Jan. 19), and there are clear indica- 
tions that others will follow suit. 


A word of caution is in order, however. Local advertisers 
are sure to resist if the new single rate is substantially above 
the old local rate, for this is the nature of people who buy 
anything. We do not suggest that rates be kept low for 
this reason; rather, we wish to point out that local billings 
represent more than half of all radio time sales, and to cau- 
tion that unrealistic pricing could drive money back to 
newspapers, which, as noted below, are embarked on a 
vigorous anti-broadcasting campaign. 

It is for each station to determine the value of its facili- 
ties. Whether it adopts a single rate or not, only the station 
can set its price. If its rates are fair and realistic, and are 
adhered to, and if the station sells itself aggressively, no 
advertiser can have any squawk coming. 


War of '59? 


HE newspapers have marked 1959 as the year of total 

war against rival media. They aren’t calling it total war; 
their phrase is “total selling,” but it means the same. 

Last week at the annual convention of the Newspaper 
Advertising Executives Assn. the newspapers’ Bureau of 
Advertising unrolled its battle plans. They are formidable. 
They are intended to force a $300 million increase in news- 
paper ad revenues. 

If that objective is achieved it will be largely at the 
expense of television and radio. Here’s how Walter C. 


Kurz, chairman of the Bureau of Advertising plans com- 
mittee and advertising director of the Chicago Tribune, put 
it last week: 


“| . . We must emphasize the superior value of our news- 
paper medium to sell goods. Too frequently the advertiser or 
agency decision to go into television, radio, or in other 
media silences our selling guns . . . We must continue to 
press in every way for a return of this business to our more 
productive medium.” 


If the newspapers have declared total war against tv and 
radio, the simple instinct for survival must force tv and 
radio to declare total war in return. 


In doing so they must realize that total war is expensive; it 
cannot be conducted with less than total resources. 


It is also uncomfortable; it cannot be fought on a schedule 
of the two-hour lunch, the six-hour day and the four-day 
week. 

Total war requires the subordination of individual aspira- 
tions to the good of the whole. In this respect the news- 
papers have some advantage over television and more over 
radio. 

Newspapers can act as a national unit in their 1959 
campaign because there is less competition among news- 
papers than among broadcasting stations and networks. 
Pick a newspaper monopoly town, of which there are many, 
and you will find a town which may have as many as a 
dozen radio stations and three or more tv’s. In such cir- 
cumstances the primary promotion and selling effort of the 
radio station is more apt to be directed against other stations 
in its market than against other media. The monopoly 
newspaper, competing with no other, can afford to con- 
centrate its efforts against tv, radio and all other vehicles 
of advertising. 

This newspaper advantage in the war of 1959 will not 
be overcome unless radio and television devise the ways 
and provide the resources to compete not only with them- 
selves but also with other media. It will not be enough for 
a station to base its selling on a rating advantage over other 
stations. If that station and broadcasting itself are to sur- 


vive, it must also spend a large part of its effort on the 
promotion of all broadcasting. 


The cost of waging total war is high, but the cost of 
losing it is higher. 














Drawn for BROADCASTING by Sid Hi» 


“I finally found a tv repairman I can trust.” 
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